







































































The’ SHOT that went around the world, 
PRODUCED by BROOKS AND PORTER, Inc. | 


Into 78 foreign countries and thrqughout the United States goes 

this unique advertising ‘shot’ completely produced in our plant. 

With the possible strict censure of natives, the foreign characters 

portrayed had to be perfect. For such exacting reproduction 
Brooks & Porter was chosen. 


iS BETTER 
with 


DIFFER EWT \ 
——, 











Producing for national advertisers all of From the creation to the finished job our 
their printing requirements— from a small service strikes a new keynote in printing 
folder to a large display, either printed or practice. See for yourself on your present 
lithographed — has become a habit in the job. Write, or call WAlker 5-9494— 
Brooks & Porter plant. olomme)e) brea- tele) en 


BROOKS & PORTER. 


304 HUDSON STREET, NEW YORK 
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‘‘ After using one 


JONES CARTONER 


four years I have installed seven more.”’ 


So might Mr. C. W. Couche, manager of the Co-Operative Wholesale Society's 
great works at Irlam, England, reply to the question 


‘‘How do you like the Constant Motion Cartoner ?’’ 


One of seven Cartoners packaging 12 and 16 ounce laundry soap for the Co-Operative 
Wholesale Society, Limited. (12 Jones automatic Toilet and Laundry Soap Presses were 
furnished at the same time.) 


JONES CARTONERS are so highly perfected that when they go to England, Scot- 
land, Sweden, Australia, Japan, China, Canada, Norway, Guatemala and other for- 
eign countries, as many do, their purchasers require no assistance in putting them 


to work. 


We hope you will write us for terms, delivery and the facts as to what we can do 
for you. And, if you are not familiar with modern cartoning machines, we would 


like you to ask our clients, “How do you like the CONSTANT MOTION CAR. 
TONER?” 


We build every one with the idea uppermost in mind that it must stand the test 
of this question. 


R. A. JONES & COMPANY, INc. 


P. O. Box 485 Cincinnati, Ohio 


The Standardized CONSTANT MOTION CARTONER packages bottles, jars, tins, collapsible tubes, and many other articles. 
It feeds, folds, and inserts direction sheets and corrugated board liners with the loads 
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Entries for the 1932 All- 
America Twelve are arriving 
daily and in goodly number. 
The contest closes on January 
25, so there is still time to send 
in your new package. But 
hurry! 


The front cover this month pre- 
sents a group of various types 
of packages and packaging 
materials and is lithographed 
by the Intensograph process by 
Michigan *Lithographing Com- 
pany. Glass containers shown 
were furnished by courtesy of 
Owens-Illinois Glass Company. 
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ARE THEY BUILT FOR 


HEAVY DUTY?” 


Packaging Machines Must Be Sturdy 


—Here is Redington’s Answer: 











, = can depend upon Redington Packaging 


Machines. 


Strength, durability and precision are built into 
Redingtons soundly and thoughtfully to insure free- 
dom from frequent breakdowns—delays which are 
so costly, so exasperating. 


That’s why the Redington Engineering Staff is so 
exacting in its design and construction standards. 
High speed machines have made necessary pains- 





taking care to eliminate vibration—to reduce the 
weight of parts and still provide adequate strength. 
The one-piece cast iron base, a Redington feature, in- 
sures exact alignments and precision. Cast steel is 
used wherever possible because it combines strength 
and lightness. The completed machine is shipped 
only after our engineers are satisfied by repeated 








This Redington Machine tests that every operation is performed efficiently. 

automatically wraps and cartons Encore It is no wonder to us that Redington Packaging 
Macaroni and Spaghetti. Because of its Machi f f - Th F b 
strength, durability and precision, The achines are famous for stamina. “we is prob- 
Great Atlantic and Pacific Tea Company ably one for your package—for cartoning, for cel- 
can rely upon it for the production of many P - - 

thousands of packages of Encore Macaroni lophane or wax eal wrapping, for special labeling. 
and Spaghetti shipped daily. But we can’t tell until you send a sample package. 


“If It’s Packaging—Try Redington First” 
F. B. REDINGTON CO., (Est. 1897) 110-112 So. Sangamon St., Chicago, Il. 


REDINGTON 


| Packaging 
Machines 


Economical for Packaging - Cartoning - Labeling - Wrapping 











JANUARY, 1933 3 











For long, grim months, business has been 
seared by a terrible onslaught. But now, as the 
onslaught slackens, the counter-attack must 


begin. 


Will we go back unprepared to battle—with no 
different strategy, no different weapons, than 
those we had before? Or have we found new 
weapons for the new battle? 


A package is a major sales weapon. Has yours 
a weakness? If so, correct it now. You know 
what packaging is accomplishing. You have 
seen new products, beautifully packaged, sweep 
into sudden prominence. You have seen old 
ones, re-vitalized by a new container, take a 
firmer grasp on the market and the future. If 
a packaged product is to hold its place, it 


must be a positive selling force—in structure, 
convenience, design. It must put into action 
all that has been developed. It must sell 
vigorously by methods of today. 


The new technique of packaging, at the finger- 
tips of American Can Company designers, 
research men, engineers, is available to every 
product which is in the battle to win. 


If your present package is not of recent origin 
—if you have the:slightest doubt about its 
fitness for these times—we strongly urge you 
to check up with the Canco office near you. 
We have not been idle. We have foreseen the 
counter-attack, and are ready to help yours be 
successful—with all our resourcefulness. 


AMERICAN CAN COMPANY 


250 
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e NEW YORK 





WE HARNESS THE RAINBOW 


Thanks to a new Onlzed process, we are 


All men experienced in packaging real- 
ize the importance of color as a stimu- able to offer containers of intrinsic 
lant to sales. When glass and color are beauty in as many colors as the rainbow 
used together the effect is particularly affords... harnessed to glass... to help 


the sales of your product. 


el zeal —, . . . Owens-Illinois Glass 


telling . . . But up to very re- 
cently, the cost of this combi- 


nation has been prohibitive. A ZCG Company. . . . Toledo, Ohio. 


OWENS-ILLINOIS GLASS COMPANY 














THE SPECTRUM IN GLASS 


Competition of late has loaded unusual color glass containers. The possibilities 


burdens on sales executives and on those of this ware for intensifying eye-appeal 
who cooperate with them in the design and package identification are interesting 
of sales-making packages. Owens-Illinois especially with the effects obtain- 
is glad to help relieve these able by original label and cap 


burdens with virtually an <Onlos aL s treatment.... Owens-Illinois 


entire “spectrum” of applied CONg NATE RS Glass caaaccimaaal Ohio. 


OWENS-ILLINOIS GLASS COMPANY 





“Thar She Blows!” 


Readiness... was the whaler’s watchword. While he waited for bis 
lookout’s call of ‘‘Thar She Blows!” he spent his time sharpening his har- 
poons to razor keenness, so that when the call came he was ready for the kill. 


Sleeping markets are awakening . . . and they will be 
captured by those manufacturers who are now sharp- 
ening their tools of sales and production and who 
will be ready to strike fast and accurately when the 
opportunity comes. 


Packaging efficiency and economy, packaging versa- 
tility and attractiveness will play an even greater part 
than ever before in the competition for tomorrow's 
sales. We have been building and developing pack- 
aging machinery —and nothing else —for over forty 
years. We know what packaging costs should be. 
We know the packaging methods that are operating 
most successfully today, and how to apply them to 
your needs. 


Now is the time to prepare yourself to meet the com- 
ing competition on an equal or better than an equal 
footing. In that part of your problem which concerns 
packaging, we know our experience and knowledge 
can be helpful to you. We offer it freely NOW — 
to help you prepare for the call of “Thar She Blows!” 


p= 2 N 
~ ) ug 


PNEUMATIC SCALE 


PACKAGING MACHINERY 


PNEUMATIC SCALE CORPORATION, LTD., 71 NEWPORT AVENUE, QUINCY, MASS. (NORFOLK DOWNS STATION) 
Branch Offices in New York, 117 Liberty Street; Chicago, 360 North Michigan Avenue; San Francisco, 320 Market Street 
Melbourne, Victoria; Sydney, N. S. W. and Trafalgar House, No. 9 Whitehall, London, England 
PNEUMATIC MACHINES 


Carton Feeders, Bottom Sealers, Lining Machines, Weighing Machines {Net and Gross}, Top Sealers, Wrapping Machines (Tight and Wax}, Capping Machines, 
Labeling Machines, Vacuum Filling Machines {for liquids or semi-liquids}, Automatic Capping Machines, Automatic Cap Feeding Machines, Tea Ball Machines 
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BLISS-LATHAM-BOSTON 
STITCHERS 


ANNOUNCEMENT 


Wire stitching and adhesive sealing equipment of the Bliss- 
Latham Corporation and the Boston Wire Stitcher Company 


used in the assembling and sealing of shipping containers, suit 


boxes, set-up boxes, cracker caddies, and in special wire 


stitching operations, is now being sold exclusively by 


DEXTER FOLDER COMPANY 


28 West 23rd Street, New York, N. Y. 


Branch Offices 





528 South Clark Street Sea eho LAO Ce Chicago, Ill. 
Lafayette Bldg., 5th and Chestnut Streets Philadelphia, Pa. 
Ce EIT TREC IE Ne Boston, Mass. 
1931 East 6lst Street................ <scsosibsuuisariseorsoseciausisivisisteurumirviidhuricrimnniniciiatiu i eae 
2082 Railway Exchange Blddg...... PSG tae ene. St. Louis, Mo. 
H. W. Brintnall Co., 51 Clementina Street.nccccccccccssccscsssssssmusnnngan Francisco, Cal. 


Parts and Service 


for these products will also be handled through the above Sales Offices. 


BLISS BOXES 





Full information concerning Bliss (patented) three-piece boxes and machinery for 


assembling and sealing them may be secured from any of the above offices. 
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THE “BACK LOG” 
OF YOUR 
BUSINESS IS 





BUAL. 


S the steady glow of the great back log keeps the fire going, 
so Quality, faithfully maintained, keeps up the constant fire 
of business, in good times and bad. 








The protection of quality is one of the greatest problems faced 
by those who manufacture food and to assist in answering 
it is the function of KVP Research Laboratories. 


Their wide experience in guarding all kinds of food 
against all kinds of deterioration, has resulted ina wide 
variety of wrappers, each designed to meet special 
conditions of weather and shipping. Fresh and 
greasy foods, dry and neitcal can have exact 
protection in a KVP Wrapper. 


Consider the needs for extra “back log’ pro- 

tection in business today—then find out what 

KVP Papers can do to guard your quality. 

Our facilities can supply your special need 

promptly and with best value at lowest 
price. - 


This booklet, TRUTH, will give you an 
insight into KVP methods of adapt- 
ing the paper to the need. Write 
or it. 
KALAMAZOO 
VEGETABLE PARCHMENT 
COMPANY 
KALAMAZOO, MICH. 


PROTECTIVE 
PAPERS 


for proper 
packaging 





IS NOT WHAT 
YOU SEND 
BUT WHAT YOUR 


CUSTOMER 
RECEIVES” 


UNCLE JAKE 





IF YOU WANT TO KNOW THE 
ANSWERS TO YOUR PACKING 
PROBLEMS WE HAVE THEM— 









Y OUR PRODUCT is A-No. I Quality when it 


leaves your factory, but it may be inferior to 





rk R RR 









your competitor's second-grade merchandise when 





Perhaps the answer to your sales it reaches the consumer .. . Such is the damage that 





or manufacturing problems is sim- is often wrought by temperature and humidity. 





In our testing laboratories we have learned that a 





ply proper packaging. We will 
slight inexpensive change in packaging will, in many 





gladly investigate — with the full 





cases, improve the salability of a product by com- 





force of our research and labora- 





bating losses in flavor, freshness, and appearance. 





tory facilities — if you say the 





KALAMAZOO VEGETABLE PARCHMENT CO. 
KALAMAZOO - MICHIGAN 


PROTECTION 
PAPERS 





= 


word. There is no obligation or 





cost for this service, because we 








are as interested as you are... 








Why not write us today. 











Wallflower’s a Wallflower 
...even in Woolworth’s or Macy’s 


A drab impractical package is a wallflower . . .and nothing 
can turn it into a best-seller. Hundreds of packages, re- 
dressed in some form of Alcoa Aluminum, can step into 
the spotlight of sales popularity. 


Plain, or Colored Aluminum Containers or Pill 
Boxes...that don't break... keep outMoisture. 
Actually these are extruded cans made of 
Alcoa Aluminum. They’re light. Have stiff, 
strong walls. Can be furnished with either 
slip or screw caps. Wide range of sizes in 
natural, lithographed or colored finishes. 


The Insurance of a tamper-proof vacuum seal 
...made of Alcoa Aluminum. Nimble fingers 
... benton mischief .. .are stopped by Alseco 
Goldy Seals . . . they must be completely 
destroyed before the contents of the con- 
tainer are reached. 100% tamper and vacuum- 
proof sealing for oil, drug, and other products. 


Alcoa Aluminum Foil shuts out Moisture .. . 
Light... Air. A pound of Alcoa Aluminum 
Foil will cover a greater area than foil of any 
other metal. It won't puncture easily. Wide 
variety of natural aluminum, printed, em- 
bossed, or lacquered patterns. 


Collapsible Tubes that Know how to Travel 
... made of Alcoa Aluminum. Hard knocks 
will not fracture side-walls, crush shoulders 
nor strip cap threads. Tubes of soft annealed, 
caps of un-annealed Alcoa Aluminum. Easy 
to fill. Light to handle and ship. Every tube 
sterilized. Sizes to 2%" in diameter. . . 10" long. 


Write to ALUMINUM COMPANY of AMERICA; 2429 Oliver Building, PITTSBURGH, PENNSYLVANIA. 


ALCO 


ALUMINUM 


or Packaging— 


FOIL... COLLAPSIBLE TUBES ...EXTRUDED CANS...CAPS... SEALS 
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A SYMBOL OF RELIABILITY 
in the packaging industry 


There is no symbol or trade-mark in the packaging industry that =< 
. *Te . * ° ™ 

stands for greater reliability, efficiency and all ‘round satisfactory TS 
~" 


performance than that trade-mark of the J. L. Ferguson Com- 
pany. 


It is known from coast to coast—wherever packaging is an im- 












portant factor in production. It is a guarantee that every 
machine so identified has the integrity and reputation of the 
J. L. Ferguson Company back of it. The hundreds of manu- 
facturers whom we have served and are serving can appreciate 


the true significance of the “J. L. F. Co.” trade-mark. 











The machine shown at the left is one of the new 
Packomatic Semi-Automatic Sealing and _ Filling 
Machines, recently developed for Peter Rossi & 
(Macaroni) Braidwood, III. 


Sons, Ine. 

























This machine is new in principle and design and 





can be used to advantage in many industries because 





it is comparatively inexpensive and is built to stand 





the gaff of modern production. 
Full particulars gladly sent on request. 


The services of Packomatic Engineers are at your. 
disposal in working out any packaging problems. 


Get the benefit of their broad experience. 


& PACKOMATIC ~ 


PACKAGING MACHINERY 


J. L. FERGUSON COMPANY, JOLIET, ILLINOIS 


Branch Offices: NEW YORK CLEVELAND SAN FRANCISCO 
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OF MERCHANDISE 


| WY. —the oenamental. note 





barrels, scoop, fans 72 SP yar 
nalia symbolic wigs dynes Ay: ng 
—and you will have a fair idea of the 
tremendous advancement made in that — 
procedure which we call merchandising. 


GREATER SALES APPEAL THROUGH EXCEPTIONAL _., 
COLOR EFFECTS AND PRACTICAL WORKABILITY 











celation of” 


CONTAINERS ~» WRAPPER 





Lo 


To modern merchandising we are indebted for many distinc 
benefits. Merchandising foresaw the glaring shortcomings of bulk 
selling and gave to retailing a new idea—that of protecting value 
with a qualified wrap or container, of giving the retailer a ready. 
wrapped unit, a guaranty of quality and purity. 

The next step was to empower that ready-wrapped unit to sell— 
to give it individuality in put-up, a distinctive appearance repre- 
sentative of its contents. This was accomplished by means of a 
colorful garb—a printed dress distinguished by good design and 
color effectively harmonized. 





Packaged goods revolutionized the entire routine of selling and 
quickened the pulse of merchandising. The modern store is a reve- 
lation in package sales power. From shelves and counters, living 
package personalities call to you in persuasive color accents. 

Today the character of the package is a vital merchandising 
factor—only another way of emphasizing the importance of ink 
because ink is the ornamental note in the printed dress of mer. | 
chandise—that dress which gives display value, appeal, and indi- 
viduality to a merchandise put-up. 





A successful package is the work of many minds ranging from 
designer to box-maker. The contribution of each is important, but 
in the last analysis the appeal to the eye is made by ink effects. 

Ink is an interesting subject, worth knowing more about, espe- 
cially in its relation to containers and wrappers. It is judged usu- 
ally by color beauty, but it has also a practical side. Besides 
attractiveness, packaged goods demand a hardihood in ink which 
will resist inside and outside elements, which will also protect the 
package contents. Permanence to light, resistance to moisture, 
alkalis, and acids, adaptability to waxed wraps, are qualities 
which ink must possess to serve modern packaging successfully. 

From our informative printed matter devoted to ink and the 
scope of its service to human needs, you will acquire a greater 
appreciation of ink values and the qualifications of this organiza- 
tion to simplify vour ink problems. Write us on any specific sub- 
ject. To those interested, our booklet PacKAGE SALEs Power will 
be particularly valuable. Our monthly mailing Ink INTELLIGENCE 
will be sent upon request. 


FOR ALL PURPOSES, Al 


PAPERS, ALL COLOR EFFECT 





THE INTERNATIONAL PRINTING INK 


CORPORATION 3 


75 VARICK STREET NEW YORK CITY 


Branches in the following cities: Atlanta, Baltimore, Battle Creek, 
Boston, Buffalo, Chicago, Cincinnati, Cleveland, Dallas, Detroit, 
H ? polis, K Kansas City, Los Angeles, 
Mil Mi lis, Nashville, “New Orleans, New York City, 
rove red Richmond, Rochester, St. Louis, St. Paul, San Francisco 
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FRESH IDEA 


in Metal Containers 


Face powder containers of extremely light-weight 

metal, beautifully colored in pastel shades . . . an unusual 

style created by our designers for Langlois. The motive power 
of a Fresh Idea is most effective in moving merchandise at the 
point of sale. Let us suggest Fresh Ideas in packaging improve- 
ment for your own products. The result may make a substantial 


difference in your sales figures for 1933. 


CONSOLIDATED Safety Pin Co., BLOOMFIELD, N. J. 


OWNED BY THE MAKERS OF CHASE BRASS 


NEW YORK SHOWROOM: 200 FIFTH AVENUE 


CHASE 
JANUARY, 1933 





WHAT PROPERTIES 


are essential in a moulding 
compound to secure best results ? 


First: It must possess strength and toughness to a great 
degree, so that the finished product will not readily 
break or become damaged in handling or transit. 


Second: It must enable the molder to secure, without 
extra effort or expense, surfaces that are free from 
blemishes, checks, cracks, etc.; in other words—surfaces 
of high gloss. 


Third: It must be non-hygroscopic, i.e., non-absorbent of 
moisture, and also acid-resisting. 


Fourth: It must be odorless, and not transmit any for- 
eign odor to the product itself. 


Fifth: The colors must be permanent, so that the molded 
articles will always retain their original beauty. 


Resinox fully measures up to these requirements. Instruct 
your molder to use Resinox on your next order for molded 
containers or closures, and benefit by its many superior 
advantages. 


AE SING X 


RESINOX CORPORATION 


A SUBSIDIARY OF COMMERCIAL SOLVENTS CORPORATION 
AND CORN PRODUCTS REFINING CO. 


230 PARK AVENUE NEW YORK CITY 
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Competition Influences Your P R C = S 
You Alone Can Fix Your C O S T S 


BUT WE CAN HELP YOU— 


Market influences outside your control may sometimes force price reductions. 
Unless a corresponding reduction in costs is achieved, profit is threatened. It is, 
then, one function of sound management to keep abreast of mechanical develop- 
ments that produce new savings from basic costs. It is our business to develop 
packaging machines for this purpose. Some which you may not have discovered, 
are already available. Or, principles known to us can be applied to the design 
of new ones for special functions. Our suggestion is that you write us or send the 
coupon below, opening the way for us to tell you what we have. 


For example: 
By practical application of the photo-electric eye principle 
Johnson Engineers have produced a new wrapping machine for 
waxed paper or transparent Cellulose, which makes possible an 
entirely different type of package. Waxed paper protection can 
be gained for the contents of the package, yet the printing on 
the carton can be brought to the surface of the waxed sheet 
and appear there in all the glossy brilliance of the wax coating. 
It gives the effect of a varnished package. The machine accu- 
rately registers the design on all panels of 
the carton. A unique control mechanism 
working under continuous motion speeds 
up or slows down the paper for cutting at 
a predetermined mark to give exact align- 
ment and register of the wrapper about 
the carton. The result is a package made 
nove! and attractive by a new brilliance, 
but costing much less than similar effects 
by former methods. For many products 
this will offer a lowered packaging expense 
and profit at reduced prices. 

















Johnson Engineers were asked 
to build the machine shown at 
the left, which is specifically 
three machines in one,—a carton 


| : ¢ fe een feeder, a bottom maker, and 


lining machine, all to be worked out on a continuous motion 











t Cig ©, a : 
a 2m enters Fo UJ = P basis without abrupt starts and stops. The result is a ma- 
, po = - : a4 | “= eae % chine comfortably operating at sixty to seventy-five per 
A 7 a = ‘ a ig a i ! minute. It provided a new protective package for a large 


| food manufacturer, and with it a new type of protective 
' rolled top closure of the inner liner was developed. Johnson 
Engineers stand ready to develop for specific problems, the 
machine best fitted for your needs and to develop them on 
; ke d “4 the smooth flowing, continuous motion construction. We 
= tS da * 1, wy shall be most pleased to review the future requirements of 
le = = ; your packaging department—without obligation to you. The 

; : coupon filled out will bring you a representative. 











is 








{ ; JOHNSON AUTOMATIC SEALER CO., LTD., 
BATTLE CREEK, MICHIGAN 


THE JOHNSON GREATER CAPACITY LINE 


Wrapping Machines for Cellulose, Waxed and Kraft Papers—Greater Capacity Bottom Sealers—Combination Carton Feeder and Bottom Sealer 
—Double Entry Top Sealers—Combination Bottom and Top Sealers—Gross Weight Scales—Net Weight Scales—Carton Liners. 





JOHNSON ENGINEERS— Name 


We would like to lower our packaging costs, and are describing 
our packaging in a letter attached. Or, as indicated by a check in 
this square [] we would like a representative to call and discuss our Address 
problem. 


(1) Send details of the Electric Eye Wax Wrapping Machine. 


Company 


City 7 sodas ; Bei : . S§tate ; 
MP 1-33 
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in C. C.& S&S. CLOSURES 


you gel MEE Here features! 


® You cannot afford to be casual in the 
selection of a closure. Consider first the re- 
quirements it must meet, both in your factory 
and in the hands of consumers. Then come 
to C. C. & S. for the “plus” service that 
smooths the way to a correct solution of your 
particular problem. 


A style, size and type for every purpose 


A complete line of Capping Machinery 


CROWN CORK ¢ ae AD 


WORLD'S LARGEST MAKERS OF ; 
CLOSURES FOR GLASS CONTAINERS QOS: i=: 
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An OFFER 


with no strings 
tied to it 
an unbiased but 


practical analysis of 
YOUR PACKAGE DESIGN 


FOR a short period of time we will prepare an anal- 





ysis of your package design, label or counter display 


container without obligation on your part in any way. 


For many years the packaging designing department 
of the Crescent Engraving Company has served 
package users nationally. A background of rich ex- 


perience is available to you in this offer. 





Findings of this analysis may be accepted or rejected 





as you see fit, but haven't you often wished you could 


get an "outsider's'' viewpoint, unbiased, yet tinctured 
with an understanding of merchandising fundamentals 


and technical experience? 


Just send us a sample of your package or label— 


no salesman will call. 


Sq SEND THIS COUPON WITH SAMPLE 

















Crescent Engraving Company, 
Kalamazoo, Michigan. 
Att'n: Package Designing Dept. 


Gentlemen: 
Please let us have your comments, criticisms or recommendations on our (carton, label, box, seal, 


wrap, band) design and construction. We are forwarding sample for your inspection. 
Signed: epee ek laa oe 
Crow hoo ___$_._. 
Address . 
City . 
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INCREASED SALES 


PACKAGES 800% Sales Increase . 


% Sales Increase . . 
% Sales Increase . . 
100% Sales Increase . . 
% Sales Increase . . 


250 
1500 


100 


PRODUCTS 200% Sales Increase. . 


. Cleaner 


Shampoo 

Ink 

Carbon Paper 
Typewriter Ribbons 


Scale 


. Teakettle 
Percolator 


20% Sales Increase . 
70% Sales Increase . . 
80% Sales Increase . . Water Pitcher 
65% Sales Increase . . Barometer 
47% Increase gross sales 
average 3 years Hearing Aid 
5000% Increase net profits 


These are recently published cases of the results of well designed 
packages and products. 

Industrial Design is a new business service which has grown up 
in the last five years. What do you know about it? How can you 
use it? What does it cost? 

We are engaged in this new business. Come in or write. We will 
be glad to talk over the use of design in your market. We work 
either on a job basis or on a retainer fee. In either case we esti- 
mate the design work to be done and submit an itemized propo- 
sal for the manufacturer’s consideration...no obligation whatever. 

We started this business during the depression. Our charges 
are fitted to the 1933 situation. 


INDUSTRIAL DESIGN-INC 


Simon de Vaulchier, Pres. - Roy Sheldon, Vice-Pres. - George W. Blow, Sec. and Treas. 


1] WEST 42ND STREET, NEW YORK CITY - LACKAWANNA 4-6232 


PACKAGES :Chamberlain Lotion, Oyloff Shampoo, Palmolive Beads, O‘Cedar Wax Cream,Veldown HANDIES, 
Quink (carton), House of Lords Tea, Colgate’s “Seventeen” line, Zip Depilatory. PRODUCTS: watches, 
table glass, electrical egg cooker, kitchen cabinet, steam humidifier, gas stove, children’s books, etc., etc. 
CLIENT REFERENCES: Colgate-Palmolive-Peet Co.; International Paper & Power Co.; O'Cedar Corporation; 
Standard Gas Equipment Company; General Plastics Inc.; Max Factor & Co.; Hall & Ruckel Inc.; Drackett 
Chemical Co.; Taylor Trunk Company; Richardson Taylor-Globe Corporation; Lock Haven Chair Corporation 
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- SPARTEX=The Sparkling ‘Crystal Paper ~. re ay 3 
“s*Gold and ‘Silver | Papers - | 
> Waterprool: Gloss. Enamel’ Papers ~~ 
"* Velour=Like Waterproof Matt- Coats. 
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*Send For Sample. Books To. 
=C..R WHITING © co. 
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~ HACKENSACK, N. g 
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New York: “Office—C: R. ‘Whiting Co.; Inc. ies 511:Fifth mee Bldg.» 
, ae Office—C. R. Whiting Ce., Inc. Room-448. Drexel Bldg., * 
. Bostan— Storrs & Bement Co:, 282 Congress St: - 
a at ee Smith & Ca, 333 ‘S-Desplaintes S St. pce 
Cincinnati—Chatfield Paper Corp: - a = 
. Calymbat, 0. Scioto Paper Co.*- - oe Ms 
- St. Louis—Orchard Paper Co. “.* 
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page wi kre Leslie Paper.Co: - . 


clos “Angeles—Blake, Moffitt & T ‘owne. - 
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Apollo Metal 


Thy 


The New Leader in the field of modern packaging has met with nation 


wide acceptance and approval. 


Outclasses all other set-up paper box coverings from a standpoint of 


attractiveness. 


Also used for applique on all types of paper and wooden boxes. 


The outstanding box ornamentation of the age. 


Furnished in lustrous and satin finish, deco- 
rated with etched color combination and 
embossed (lined) designs. 


Stock designs available. Special designs 
on request. 


APOLLO METAL 


Therefore catches the eye 
Therefore has special appeal 
Therefore in fashion 


Has Flash 
Is Alluring 
Is Smart 

Is Striking 


Converts the ordinary paper box into a 
box of utility value that is ornamentative 
and permanently useful. 


For Valentine's Day, Easter and Mother's 
Day there is nothing more charming to 
offer as a gift than your products pack- 
aged in APOLLO Metal Boxes. 


Because of its exquisite beauty, APOLLO 
Metal is used to manufacture advertising 
novelties, fibre can tops, metal caps, 
fancy metal containers (compacts, etc.) 
and display racks. Also used for metal 
displays, window displays, counter dis- 
plays, labels and seals, tag edging, vend- 
ing machines and BEAUTIFICATION of 
molded plastics. 


Does not stain or tarnish 


Utilize the lure of APOLLO Metal to increase sales. 


Manufactured by 


APOLLO METAL WORKS 


LA SALLE - ILLINOIS 
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To see, compare and examine the hundreds of different 
types and styles of packages and containers, wrapping 


materials, closures, caps, linings, bags, bottles, jars, 
boxes—which are on display in our Packaging Exhibi- 
tion—is like a visit to many markets. 


Here the packaging executive can see the newest de- 
signs and color schemes, samples of the actual materials 
used, a reference file of catalogs of manufacturers 
serving the packaging industry, photographs of pack- 
aging machinery and equipment of every kind, as well 
as one of the most complete and up-to-date Buyers’ 
Guides to the packaging industry. 


These are some of the many means we place at your 
disposal, to help you with your packaging problems. 


MODERN 
PACKAGING 


Published by 


BRESKIN & CHARLTON PUB. CORP. 
425 Fourth Avenue New York, N. Y. 
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SYLPHRAP 


Transparent Cellulose —Quality’s Best Attire 


SYLPHRAP is playing a most important role in the development and stimula- 
tion of sales of all Textiles—whether they be made from the filmy strands of the 
silken cocoon, the downy-like yarns from the mountain lamb, or the snow-white 
threads from the fields of cotton. 


This crystal-clear wrap with the silver sheen will not only protect your products 
from dust and soil, but by revealing details of color, texture and design will lend 
to them that element of lure which will attract the discriminating shopper and 
go far in solving your display problems. 


SYLPHRAP is made clear and colorless and in eleven beautiful, sparkling colors. 
Let us send you samples and quote you prices. 


SYLVANIA 
INDUSTRIAL CORPORATION 


Executive and Sales office— 
122 East 42nd Street, New York City 
Works: Fredericksburg, Va. 


BRANCH SALES OFFICES 


201 Devonshire Street . Boston, Mass. 
1014 Glenn Building . Atlanta, Ga. 
325 West Huron Street . Chicago, Ill. 


DISTRICT AGENCIES 
Blake, Moffitt & Towne, 
4| First Street, San Francisco, Calif. 


Pollock Paper & Box Co. 
Dallas, Texas 
Pollack Bros. & Co., Ltd. 


420 Lagauchetiere St., W., 
Montreal, Can. 
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N STEADILY increasing numbers, package designers 
| are using Bakelite Molded in the creation of mod- 
ern packages of sales winning beauty and utility. 

Jars and boxes may be most attractively formed of 
Bakelite Molded, and make possible the use of designs 
that would be impractical in other materials. 
Bakelite Molded closures of various colors and forms 
to harmonize with label colors and designs are largely 
displacing older types of closures for scores of quality 
products. 


Dual-use containers for many different products are 


Sales Winning Package Designs 
created with Bakelite Molded 





being formed of Bakelite Molded, and these have 
proven of decided value in stimulating sales. Some of 
these containers have an after-use as cigarette boxes, 
jewel cases, and ash receivers. 

Sales and advertising managers, package designers, and 
others interested in increasing sales through the use 
of more modern and improved packages are invited 
to look into the exceptional advantages of Bakelite 
Molded. As a first step, write for a copy of Booklet 8C, 
“Restyling the Container to Increase Sales”, and a 


copy of the Bakelite Color Chart. 


BAKELITE CORPORATION, 247 Park Avenue, New York, N. Y.............43 East Ohio Street, Chicago, III. 


BAKELITE CORPORATION OF CANADA, LIMITED, 


BAK! 


The registered trode mors shown above distinguish materials 
montocwred by Boteite Corporation Under the capo! “8” the 


ee MATERIAL O F 
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A THOUS AN D U 


163 Dufferin Street, Toronto, Ontario, Canada 


LITE 


U8 Par. OFF 


numenco! sign for infinity, or unlimited quannty It symbohzes the infinite, 
pumber of present and future uses of Bakelite Corporanon's products. 


S E $ 
























A NEW “Clipless Closure” 


U. S. Patent 1,852,225 


(other patents pending) 


The STOKES 


INTEGRAL CLIP 


“Diamond Lock” 


Economical 


Saves clip costs, investment in clipping 
devices, and production delays due toclips. 


Leak-Resitstant 


Metal of tubeitself is woven together intoa 
neat, tight seal by deep indentations which 
do not encroach upon edges of previously 
made folds, thus avoiding any likelihood 
of producing minute cracks or pin holes. 


SEND FOR SAMPLE TUBE 



























HIS new “‘clipless closure’ is applied by the 
STOKES Full Automatic Tube Filling and 
Closing Machine, No. 90-D. 


Features 
VERSATILE—Fills practically all materials from thin liquids to heavy 
facial clays and handles tubes from 1/2 inch to 114 inch by 7 inches. 


FAST—Fills, closes and seals 40 to 50 tubes per minute. 
UNIFORMLY ACCURATE —Fills eye salve with a 3 grain tolerance; 


operator compensates for variations in consistency of material by simple 
thumbscrew adjustment, without stopping machine. 


CLEAN —<No tube-no fill” control prevents spillage; avoids soiled 
machine and waste of material. 


QUICKLY “CHANGED-OVER” —simplified 
filling mechanism; no reciprocating nozzles or hose; 
adjustments accessible and can be 
made quickly without special tools. 







ECONOMICAL — only one operator. 
STOKES “Diamond Lock” Closure elimi- 
nates all clip expense. 


We make a full line of “Clipless 


Closure’’ machines. 


Write ely 

for TOKES MACHINE COMPANY 
Packaging Equipment Since 1895 

New Folder 5970 TABOR ROAD, OLNEY P. O., PHILADELPHIA, PA. 
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READY FOR DISTRIBUTION 


FEBRUARY Ist 


























“1001 FACTS 


on Packaging ie seg 


This edition, like its predecessors, will be replete with information on all phases 
of packaging. 


Whether you wish to know the factors governing the design, size or shape of pack- 
ages; the correct color combinations under certain conditions; the advantages and 
utility of glassine papers, molded containers, collapsible tubes, cartons, cans—or in- 
formation about any of the thousand and one things involved in packaging—you can 
quickly find what you seek in the PACKAGING CATALOG. It is an invaluable 


aid to executives interested in packaging. 


Published by 


BRESKIN & CHARLTON PUBLISHING CORP. 
425 Fourth Avenue New York 
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@ Selling fine watches by means of 
display? A pretty problem! Jewelers’ 
windows, and counters demand concen- 


trated power. The display must be small 
and every inch a salesman. It must fit its 






surroundings naturally, accentuating the 






ELGIN| 


j FOR THE GRADUATE 





smartness. It must impress the quality of 
























the time-piece in convincing fashion upon 
the fleetest of glances. It must flash the 
priceless name of the proud maker. It 
must make the watch desirable—EASILY 
BUYABLE. 


@ The name “Elgin” is a guide to fine 
watches. The name “Forbes” is the guide 
to assistance in getting merchandise 
where it will do the most good. And too, 
Forbes reproductions are as accurate as 


Elgin time. 


@ From the service of a Pullman palace 
to the fineness of a watch, Forbes can 
assist in display, or advertising, or pack- 
aging or in making what you have to sell 
—EASILY BUYABLE. 


WRITE US—OUR 
REPRESENTATIVE 

















LITHOGRAPH 
MFG. COMPANY 
BOSTON 


NEW YORK PHILADELPHIA CHICAGO 
‘CLEVELAND ROCHESTER DETROIT 
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The Place to Go - 
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At the Canners Convention 


is Room No. 1544-A, Stevens Hotel, if you want to know anything about 
bottling and packaging equipment. 

There you will find Kiefer engineers ready to tell you about the newest 
and most improved methods and machinery. 


Come in. Let’s talk over your problems. 


KIEFER CATSUP FILLER 
(Shown with Automatic Bottle Sterilizer) 


The machine that has taken troubles, delays and need- 
less expenses out of the catsup pack. 


Modern vacuum method of filling prevents slop and 
waste of product and filling of bad bottles. 


Fills tomato juice into bottles and cans with minimum 
air contact and no cooling of juice. 


Machine thoroughly cleaned in five minutes without 



















taking anything apart. 
24, 18, 12, 8-stem sizes. Standard acid-resisting bronze 
construction or stainless steel. Also made for vinegar, 
sauces, flavoring extracts, grape juice. ete. 


HIGH SPEED VISCO FILLING MACHINE 


This new machine—retaining all the featurres that made the Kiefer “Visco’ 
famous, now equipped with— 

Automatic feed and discharge of containers. 

Variable speed transmission drive provides instant adjustment for different 
size packages. 

Accurate, clean, rapid filling of mayonnaise, mustard, lard, apple butter, etc. 
Construction: special bronze, nickel, monel, or stainless steel. 

Inquire about Kiefer Jar and Bottle Cleaning Machines, Filling Machines 
for liquid and semi-liquid products, Closing Machines, Belt Conveyors and 
Packaging Tables, Filters, Pumps, Percolators, etc. 


> 


THE KARL KIEFER MACHINE CO., Cincinnati, Ohio. 
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VOLUME SIX—NUMBER FIVE 


Reducing Handling in Package Operations 


N OBSERVING the packaging machinery installed 
and in operation at the plant of A. Goodman & 

Sons, Inc., in New York City, one cannot fail to be 
impressed with the thought given to its arrangement 
and the use which has been made of conveyors. Of 
course proper layout is a prime requisite with all manu- 
facturing operations and the means of conveying ma- 
terials from one process to another is a matter receiving 
inore and more attention. 

At the plant in question egg noodles in various shapes 
are made. as well as macaroni. Four principal packag- 
ing units have been developed and installed to take care 
of these products. All of them make use of standard 
packaging machinery but due to peculiarities of the ma- 
terials to be packaged, and the need of making efficient 
use of the available floor space each of these units are 
somewhat different. A brief description explaining the 
variations and the reasons for them is not only of inter- 
est in showing what this progressive concern has done, 
hut it should also be suggestive of possibilities to other 
inanufacturers, perhaps in entirely different lines, who 
have a packaging problem that they would like to im- 
prove in efficiency. 

The first of these packaging units or 
are referred to in this plant, is for handling flat egg 
noodles. The general arrangement of the machinery and 


‘sets,’ as they 


conveyors is shown in diagram form in Fig. 1. This 
operation logically starts at the automatic carton form- 
ing machine. The flat cartons are set up at the rate of 
52 per minute by this machine and lined with waxed 
paper. They are then fed to an inclined belt conveyor 
which delivers them to the center of the bench of each 
side of which girls place the egg noodles in them. The 
egg noodles are fragile, in strips, and are delivered at 
the bench on wire cloth trays. Of course each box car- 
ries a definite weight of noodles but, due to the manner 
in which the product must be delivered in bulk to the 
filling bench, it has been found by experience that it is 
more efficient to place only approximately the right 
quantity in each carton at this stage and to do the final 


By Francis A. Westbrook, M.E. 


weighing as a separate operation. The girls who fill the 
cartons naturally learn to approximate the correct weight 
very closely, but if they take the time to do accurate 
weighing on scales at this point as well, the entire pack- 
aging operation would be greatly slowed down. 

For this reason two conveyors, one for each side of 
the filling bench, have been provided. The cartons are 
first taken off the conveyor from the make-up machine, 


ed 
:| 
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By the use of these transparent face bags Goodman's 
products are presented in well protected form, and the 
purchaser sees what is being bought 
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filled and then placed on one of the higher conveyors 
leading to the weighing bench. Four girls sit on one 
side of this bench. As the cartons arrive on the con- 
veyor they are taken off, placed on the scales and 
noodles added or taken out as may be necessary. The 
cartons containing the prescribed quantity are then 
placed on another conveyor, at bench level, which delivers 
them to the automatic closing machine. It is to be noted 
that the girls who do the weighing can carry on their 
work sitting down, and that those who do the first filling 
above referred to stand up in order to reach the trays 
holding the noodles, to remove empty trays and put full 
cnes in place. In order to avoid undue fatigue the two 
groups change places from time to time, as the opera- 
tions are simple and all the girls are sufficiently ex- 
nerienced. 

The carton closing machine delivers the boxes directly 
to an automatic wrapping machine, as shown in Fig. 1. 
The rate of production of this entire packaging opera- 
tion is of course determined by the speed of the carton 
ferming machine which is the first in the line. As a 
matter of fact, it would require two of these machines to 
keep up with the wrapping machine if it were run at full 
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In these views of packaging operations at the Goodman plant are shown: (1) a carton forming machine which ts 
followed in operation by (2) a carton closing unit; (3) automatic weighing, filling and sealing machine for free- 
flowing products, and (4) stitching machine for closing transparent face bags 





speed but production requirements do not call for this 
and the layout has been planned for the rate of 52 
boxes per minute as already explained. Twelve workers 
are required to man this unit. It is also worth noting 
iow compact this layout is, taking comparatively little 
floor space and fitting into a corner of the room. 

When it comes to packaging macaroni a somewhat dif- 
ferent plan has been followed, on account of the me- 
chanical difference between the macaroni and the egg 
noodles. It is shown in Fig. 2. In this instance it is 
possible to fill and weigh the cartons at the same sta- 
tion and in one operation. This is because macaroni is 
heavier and takes less space in bulk as delivered to the 
packaging department, and, also, it is less fragile and 
consequently more easily and quickly handled. The com- 
bination of filling and weighing into one operation has, 
turthermore, greatly simplified the conveyor system. 

Referring again to Fig. 2, it will be seen that there 
is a carton forming machine similar to that used for the 
noodles. From this the cartons are carried on a con- 
veyor to the point where they are filled and weighed. 
There are positions for four girls here. The cartons 
are filled on scales and are then placed on another con- 














eyor which delivers them to the closing machine. 
this they pass directly to the wrapping machine and 


come out at a table. The rate of production is about 


the same as for the noodles as similar machinery is 
used, but in this case only nine operators are needed, 
due to the fact that weighing as a separate operation 
has been done away with. 

Packaging of the egg noodles in small, approximately 
square, pieces, is a fairly simple operation requiring only 
three workers. This product being a free-flowing form 
of material, it is possible to handle it in an automatic 
sealer and weigher. The product to be packaged is placed 
in a bin on the floor above where it flows by gravity 
into the machine which automatically forms the cartons, 
weighs and seals them. In this case there is no inner 
lining to the carton. The entire packaging process here 
is an excellent example of the labor saving possibilities 
of automatic machinery where conditions are such that 
it may be used to the fullest extent. 

The three foregoing packaging operations, it will be 
observed, have varied considerably in that they have re- 
quired, progressively, fewer workers in each case. This 
is due entirely to the differences in the nature of the 
product. 

We now, however, come to a fourth type of package 
where comparatively little machinery has been used. This 
is the making up of small quantities of egg noodles of a 
form resembling vermicelli in transparent cellulose bags. 
Here the production of the package is done mostly by 
hand and the arrangements are shown in Fig. 3. First 
there is a fairly wide and moderately long table with 
places for three workers on each side. The material 
to be packaged is placed on stands at the side of each 
worker on the filling side. There is a scale at each 
place and a metal receptacle, or pan, with a wide mouthed 
funnel at the end. The material to be packaged is 
placed on the scale, the proper amount weighed out and 
then placed in the pan. The open end of a bag is placed 
over the opening of the funnel and the material pushed 
in by hand—on account of its stringy character it can- 
20t be poured. The girl on the filling side of the table 
-hen places the filled bag on an incline, somewhat sug- 
estive of the music rack on a piano, which slopes toward 
All that the 


latter does is to fold over the ends of the filled bags as 


he girl on the closing side of the table. 


they slide down the incline toward her, and then place 
them on the conveyor which runs along the center of the 
bench. This conveyor delivers the bags to the stitching 
machine where each end of the fold is given one stitch. 
The bags are next placed on the packing table where 
they are packed in cartons which are sealed with the help 
of a gummed tape machine. This packaging set is also 
compactly arranged as will be evident from the diagram. 

Mention has been made of the extent to which con- 
veyors have been used. Their importance consists of 
Obviously the first of these is the 
part they play in reducing handling to a minimum. The 


two major factors. 


second is that they make it possible to place the pur- 
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chased automatic machinery in almost any manner, so 
that the available floor space can be used to the best 
advantage. In other words, by means of these conveyors 
the management has more control over the utilization of 
factory space, without impairing the mechanical hand- 
ling of the products, than would be possible without this 
clement of flexibility. These conveyors are simple home- 
made affairs, merely consisting of canvas belts about six 
inches wide traveling on rollers and driven by small 
motors. As we have seen, they have been installed dif- 
ferently in every case. 

There is one other point which is worth calling at- 
tention to. It will be evident that the difference in the 


“ 


arrangements of the various packaging “‘sets’” which have 
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FIG. 2 
Layout of packaging set for macaroni 
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FIG. 5 
Layout for packaging transparent bags. 


been discussed are by no means accidental. The lay- 
outs have been arrived at as the result of careful study 
of the particular conditions surrounding each situation, 
and the ingenuity which has been displayed is a most 
interesting example of one of the most important ele- 
ments of modern industrial management. Naturally this 
is just as important in the field of packaging as in any 
of the steps in production. 


Product design case histories were discussed at a 
luncheon meeting, organized by the National Alliance of 
Art and Industry, held at the Hotel White, New York 
City, on December 12. James E. Kavanagh, vice-presi- 
dent of the Metropolitan Life Insurance Company, pre- 
sided. Abbott Kimball, Walter D. Teague and Elwood 
Whitney were among the speakers. 
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By Waldon Fawcett 


EVOLUTION, no less, in legal protection for pack- 

age designs, and other designs in industry is the 
demand of a growing group of irreconcilables made up 
of business men and lawyers. This has been made clear 
during the past few weeks, following the most ambitious 
effort ever undertaken to render the design patent system 
acceptable as a shelter for original designs. In holding 
out for a wholly new agency, to be known as Design 
Registration or Design Copyright, the crusaders are 
gambling with the element of time. Because the question 
if Congress will provide a new sanctuary for “exclusive” 
designs, is as nothing, in its uncertainty, compared to 
when Congress will so act. 

The news that the reformers of design protection will 
not be content with the most generous make-shift is 
precipitate, indeed. Because, as readers of this depart- 
ment have been informed, it was only a few weeks ago 
that the administrative officials of the U. S. Patent Office 
undertook to placate impatient designers by speeding up 
the processes and cheapening the cost of protection, via 
Coincident with that gesture in official 
quarters, an influential group in the business world put 
forward the idea that design patenting routine would be 
quickened and simplified if each design-using industry 
were to set up, for the use of its own factors, a private 


design patent. 


clearing house or central agency which would standardize 
the preparation of design drawings, application papers, 
etc., in accordance with the requirements of the Patent 
Office. 

Thankful for small favors, one section of the design- 
creative forces of the country has hailed as a step in 
the right direction the effort to modernize the existing 
“Tt is not 
enough,” proclaims, in effect, another numerous section 


design annex of the nation’s patent system. 
of those who live by originality in design. Unawed by 
the promises to cut red tape at the Patent Office, the 
insurgents proclaim the doctrine that the patent system 
simply is not fit shelter for the package-designs and 
product-designs of this industrial generation. A new 
medium of protection is demanded in a no-compromise 
tone of voice. Because this summary rejection by a 
forward-looking contingent signifies that an important 
milestone has been reached in the progress toward com- 
plete protection for package forms, shapes and patterns, 
MoperN PackaGinc has been at pains to obtain the 
views of the outstanding figures in the group of design 
patent dissenters. 

Speaking to this department in his capacity of a leader 
of the organized movement for the suppression of design 
piracy, Sol C. Moss, president of the Design Protection 
Association, said: “The Design Copyright Bill, known 
as H.R. 12528, and also the one that was presented this 
week to the Senate for design protection, if finally en- 
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acted, will permit the copyrighting of designs at a far 
less cost than the Patent Office, and at the same time 
expedite the subject materially. 

“While it is generally realized and understood that 
patent costs for the general patents are not excessive 
they are much too high for the patenting of designs, due 
to the vast number that must be presented, and the costs 
should be materially reduced and still not make it bur- 
densome or a loss to the department for the work en- 
tailed.” 

Sylvan Gotshal is, if anything, more emphatic in re- 
jection of any and all plans to tinker the design patent 
system so that it will suffice. Mr. Gotshal is particularly 
concerned over the problem of protection for textile de- 
signs—an aspect of the design security proposition which 
has special contacts with art-packaging and gift-packag- 
ing, not to mention the textile bag contingent. Said Mr. 
Gotshal: “No revision of Patent Office procedure under 
the present Patent Law will satisfactorily answer the 
question of proper protection of original designs. We 
must have a new law which will apply the copyright 
principles to designs. 

“Forgetting all other questions, the body of court 





decision which has grown up under the present Patent 
Law makes it impossible for any court to apply reason- 
able rules of interpretation to, say, textile designs. The 
action of the Patent Office in attempting to reduce the 
time for the granting of a design patent and attempting 
to reduce the fees is very commendable and helpful, but 
it is far from being a solution of the problem. I repeat 
—there must be a new law.” 

Horace B. Cheney, vice-president of Cheney Brothers 
and for years an outstanding worker in the cause for 
better protection for ornamental designs, has studied the 
new scheme and has this to say: “It is my opinion that 
the Patent Law is not a suitable method through which 
to treat design. The only proper agency to handle design 
protection is the Copyright Office. 

“The inherent weakness is the fact that the Patent 
The Copyright Office only 
There is 


Office requires invention. 
prevents copying—two quite different things. 
no invention in grouping of figures in design, whether 
they be floral, eccentric or geometric. Practically every 
form and theory which can be applied to design has been 
applied and it is only the methods of treatment and the 
arrangements of forms which are original. 

“Our own experience with the Patent Office is an 
ample demonstration of this fact. Some of the work of 
the best designers in the world has been rejected because 
of the lack of invention, whereas no question whatever 
of novelty is made. The expense outside of the Patent 
Office in the preparation of drawings, the almost neces- 


sity of retaining legal advice, (Continued on page 44} 











package. 


T IS but a comparatively short span of time since the 

radio made its debut in the American home. From 
the simple crystal device with its ear-phone attachments 
to the more complicated multiple-tube set with its highly 
undecorative loud-speaker and, later, the more elaborate 
cabinets to match period furniture, the trend was toward 
the “bigger and better.” Following the almost sudden 
deflation of this popular and fast-growing industry, 
there has been a pronounced swing to the more con- 
servative in design and size of radio cabinets—toward 
the smaller and less conspicuous. We may well say that 
we now have with us the packaged radio. 

Recently, Alice Hughes, writing in the New York 
World-Telegram, said: “Only a few years ago it would 
have been impossible to popularize a tiny midget radio. 
Today there is Kadette—8 x 4 x 6 in. of radio. Its 
sponsors say it requires no aerial, that it works without 


adjustment on A.C. or D.C. systems, and is usable even 





With its molded plastic cabinet, the small type radio becomes, more than ever, a 
Photo by courtesy of Chicago Moulded Products Corporation 





Packaging the Radio 
By D. E. A. Charlton 


on ocean liners or in European countries with the aid 
of an inexpensive adjuster. 

“This midget radio is sold mostly in department and 
women's specialty stores. Radio stores naturally prefer 
to sell larger machines. Perhaps the greatest number of 
these tiny instruments have been sold by New York’s 
most de luxe women’s shop, where radios have never 
been sold before. Patrons here good-naturedly interpret 
‘portable radio’ literally and walk out with their Kadette 
under their arms. They are made of molded plastic in 
dark or boudoir colors and come in a slide-fastened cloth 
bag for travel. 

“While the tone volume of these small radios is not 
colossal, the range is full, including near and distant. 
Invalids and convalescents enjoy Kadette because it rests 
easily on the bedside table and is not too loud. Business 
men and women keep it in their desk drawers.” 

From the Chicago Moulded (Continued on page 30) 
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New Tricks 


One of the most striking of new designs is the 
Mazola can designed for Corn Products Refin- 
ing Company by Arthur S. Allen. The new 
design makes ingenious use of the tin itself by 
using it in the border instead of printing silver. 
The can is in yellow with a rich maroon panei. 

The old trade-mark was not only unattractive, 
but had little sales value so that it was not in- 


> SS 





in Packages 


cluded in the new design. On the new package 
the band of silver and maroon converges on 
each side with the word "'Mazola'’ in a medal- 
lion at this point so that the name appears on 
all four sides. The same number of colors were 
used on tne old can, but the latter seems drab 
in comparison to this new colorful design which 
offers exceptional shelf and counter display. 








Waxed Products Company, Inc.,  ofter 
"Fresh Pack’ in a convenient |8-in. roll for re- 
tail consumption. The wrapper of this package 
is also of transparent non-moisture-proof cellu- 
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lose (Sylphrap), printed in red and yellow, with 
the lettering ''Fresh Pack Cellulose'’ in outline 
and formed by ihe material itself. The included 
sheet of cellulose is 84 in. in length. 












Keeping neat becomes play with this new 
children's brush pack of the Los Angeles Brush 
Manufacturing Company, designed by Leonard 

, Arthur Wheeler and sold under the trade name 
of the ''Three Brush-kit-teers."’ 














A metal inlay on the covert 
adds to the attractiveness of the 
molded container for Luxor lip 
rouge. Produced by Kurz-Kasch 
Company. 













Worcester Salt tooth paste makes its ap- 
pearance in an orange and black tube with 
black molded cap. Carton and circular match 
in colors which are standard for other products 
of the Worcester Salt Company. 


Fits both the hand and the hand bag, and 
with directions on the bottom, the new 1|0-cent 
size package of ''X'' Cream Deodorant com- 
bines display value with economy. It was 
created by Industrial Design, Inc. 
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Products Corporation, 


(Continued from page 27) 
who have supplied many of the small molded plastic 
cabinets which house the midget radio, comes the follow- 
ing information: “The International Radio Corporation 
of Ann Arbor, Mich., developed a four-tube radio set 
that will operate on either alternating or direct current, 
and on any cycle from 60 on down to direct current. 
There were any number of small sets already on the 
market, and while they had a number of extremely valu- 
able patent ideas on this small set, it was realized that 
the general public was not particularly interested in 
patents and it would be necessary to make sets that would 
have plenty of eye appeal if anything big could be ex- 
pected in the way of sales. 

“Our engineering department, working in conjunction 
with the International engineers, developed a very com- 
pact molded case of beautiful design and one which could 
of course be produced in colors and in various materials. 
This little radio has been enclosed in a case molded of 
Bakelite, in a wide variety of colors; and the de luxe 
model enclosed in a case of Plaskon, in various pastel 
shades and in combinations of pleasing colors.” 

The Veneered Products Corporation, manufacturers 
of veneered wood boxes and cabinets, which have like- 
wise been extensively used as containers or “packages” 
for small radio sets, offers the following information: 


A group of small radio cabinets in x 


“It is our belief that as time goes on and radios are 
further perfected, they will become smaller and smaller 
until they reach what might be termed vest pocket size. 

“At the present time the Crosley Radio Corporation is 
putting out an extremely small radio. This is a five-tube 
set complete with dynamic speaker and the entire com- 
bination is assembled in a box 9 x 6% x 3% in. 

“It is quite noticeable that the console type radio with 
the massive cabinet is being tremendously outsold by the 
portable sets which have just as good tone quality and 
reception and are far more sightly. 

“As new tubes are developed, the number of tubes per 
set is constantly being cut down and it is only a matter 
of time when one or two tube sets will give just as good 
reception and operate as efficiently as the present five- 
or six-tube sets. This is simply a question of making 
one or two tubes perform the functions of the larger 
number used today. When this ideal is realized, radio 
will come more and more into the packaging field.” 

In many industries the demand for smaller, compact 
and more convenient units has brought about an adop- 
tion of the “package idea”—as a means to better distri- 
bution and consistent sales. While it cannot be said 
that the radio has been completely won over to the pack- 
age, a strong movement in that direction has been made, 
and one which will make itself increasingly popular. 


wood and wood veneers, supplied by courtesy of Veneered Products Corp. 
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This group shows various bakery products wrapped in moisture-proof transparent cellulose, offering the advantages 
outlined tn this article. Color plates courtesy of Sylvania Industrial Corporation. 





Ten Reasons For Packaging Bakery Goods 


N 1919, 40 per cent of the bread consumed in homes 

was baked by commercial bakers in the United States 
and the remaining 60 per cent was baked in homes. Ten 
years later, in 1929, commercial bakers were supplying 
90 per cent of the bread consumed in this country. Now 
commercial baking is an age-old industry that goes back 
several centuries; therefore, we cannot say that this is 
a new industry just now being made known to the public. 

It is known that modern packaging of food products 
has been mainly developed since 1919; it is only reason- 
able to assume that much, though not all, of the progress 
made by the increased consumption of bakery goods is 
traceable to the development of better packaging methods 
and to a more universal use of wrappers and containers 
for most bakery products. 

It is true that, today, commercial bakers do not com- 
mand full 90 per cent of the bread market as in 1929, 
for other factors such as general economic conditions 
have entered, but bakers have maintained a market more 
than double that of 1919. 

Unwrapped bread is a rare thing today. Some retail 
bakers yet sell unwrapped bread while hot direct from 
the bakery, but unwrapped bread is offered by very few 


wholesale bakers. Even bakers who specialize in Pull- 


man loaves and bread to hotels, restaurants and catering 





By Charles N. Tunnell 


places find a better demand for products properly 
packaged. 

The ordinary wax wrapper is by far the most popular 
Ninety- 


five per cent of wrapped unsliced bread is wrapped in 


and economical method of packaging pan bread. 


one-piece waxed paper, usually of about 35-lb. weight, 
25 lbs. sulphite and 10 Ibs. of wax. These wrappers are 
printed on high-speed color presses in large bold letters 
and attractive designs; then waxed, cut and shipped to 
the bakers for wrapping with automatic machines. 
Sliced bread created new problems. Most sliced loaves 
were first packaged with a tray fitting the bottom of the 
loaf; then wrapped in a regular wrapper. But machines 
were developed to wrap sliced loaves automatically in 
regular waxed wrappers. The giant or Jumbo sliced 
loaves of 18 to 22 ounces created yet additional prob- 
lems and many bakers wrap these loaves in double wrap- 
pers, the inside wrapper being only long enough to cover 
the ends, and the outside wrapper making a single seal. 
Some bakers have adopted adjustable cardboard bands 
for sliced loaves to be used around the loaf before wrap- 
ping, and several Pacific Coast bakers have used card- 
board cartons with a transparent window for bread. 
The packaging of cakes, pies, and pastries has been 
more of a problem due to the lack of uniformity in 
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sizes, shapes, and contents. But in every instance, some 
type of package has proven a sales stimulate to whole- 
sale goods, and even retail buyers have found it advisable 
to package many items of sweet goods. 

Some cakes, crackers, cookies, etc., are packaged in 
cartons with the contents being invisible to the prospect. 
The majority of cakes, cookies, pies and pastries are 
packaged in waxed glassine or semi-transparent wrappers 
as these wrappers or packages are economical to use for 
any item, particularly numbers retailing for 5 and 10 
cents. Many higher price units retailing from 15 cents 
up are wrapped in transparent paper. 

There are certain merits and demerits to various type 
wrappers and packages—much depends upon the type of 
the item baked, how marketed and length of time from 
oven to consumer. But in practically all instances, some 
form of wrapper or sanitary package is essential to good 
merchandising, and it is not a question of whether or 
not to wrap, but a question of what type or which method 
will prove most practical and profitable for the line. 

Although there are no less than 100 reasons why 
bakery goods should be wrapped or packaged, the follow- 
ing ten points are the dominant ones and should be care- 


fully considered by every commercial baker : 


1. [Eye appeal: A highly glossed wrapper or 
package or a transparent package is an eye-catcher. 
Unpackaged bakery items may be dull and flat, but 
an attractive package gives snap and attraction. 

2. Sanitation: The average shopper of today 


selects such merchandise, bakery items included, 





which she knows to have been packed under sani- 


tary conditions and which she sees cannot be 
handled by sales clerks or other shoppers. 

3. Freshness: Sealed packages permit bread 
and sweet goods to retain its freshness for several 


days; hence, it reduces stale returns. 
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4+. Wrappers and cartons for bakery goods pre- 
vents waste and breakage. Pies, cookies, cakes and 
similar items are easily broken unless protected by 
wrappers or cartons. 

5. Reduces pilfering: Bulk cookies, tarts, butter- 
horns, ladyfingers, and such units invite sample and 
pilfering from people who are actually not cus- 
tomers or prospects. Proper packaging of these 
goods practically eliminates pilfering, as these items 
are all checked in to the drivers, who in turn check 
in the items to the merchants, who in turn check 
the packages of consumers. 

6. Simplifies handling: Bulk commodities are 
awkward and expensive to handle. Packaged goods 
simplifies the handling from bakery to route truck, 
and on through to the selection of packaged goods 
by the consumer. 

7. Broadens market: The baker's potential 
market was once his local community or town. To- 
day, modern packaging of bread and sweet goods 
permits shipping or truck distribution to towns, 
rural stores and communities which were formerly 
not served with a variety of bakery goods. 

8. Add to variety: Packaged bakery goods 
broadens variety. The latest example of this fact 
is that of wrapping a sliced loaf of bread with three 
varieties to the loaf, such as white bread, whole 
Wheat and rye, one-third a loaf of each variety. 

9. Permits convenience Packaging permits the 
introduction of many bakery items in new forms 


Super-transparent waxed glas- 
sine provides protection and 
visibility to these bakery pro- 
ducts, besides offering other ad- 
vantages that encourage their 
sales. Packages furnished 
through courtesy of Riegel Paper 
Corporation, photo by Rehnquist 


and types to make it more convenient and practical 
for the housewife. 


10. Reduces selling cost: Packaged bakery 
goods relieve sales clerks from counting or weigh- 
ing, hence they are able to wait on more customers 


and give better service. 























Holiday 
Packages 
for All-Year 


Sales 


By Myra N. Conklin 


ACH HOLIDAY SEASON sees the development 

of countless packages for new items but more par- 
ticularly for the attractive presentation of well known 
articles. This year has been no exception and we again 
But, 
whether due to a newly developed sense of practicability 


find a bevy of artistic and ingenious packages. 


and economy occasioned by the stress of the past few 
years or to a keener appreciation of values, the imprac- 
tical “gift-for gift’s sake’’ items have been little in evi- 
dence. Consequently in this after-holiday period we see 
in the stores a goodly quantity of attractive packages 
that made their debut at the holiday season to remain as 
staples throughout the year. 

One of the most unique and useful items that caught 
our attention was a package of rubber sandals. A cir- 
cular leather case built right into the handle of an um- 
brella and closing with a snap is just large enough to 
hold a pair of the new abbreviated sandals. !n the illus- 
tration is shown a handle from one of the umbrellas 
together with the neat red and black box in which the 
rubbers are packed. A detail of especial interest in the 


box is the fit of the lid. The red lid does not quite 


cover the black base, thus leaving a black band visible 












Photo by Rehnquist 


at the bottom which harmonizes with the black and 
gold label. 

Playing cards, always a necessity in these days of con- 
tract mania, have appeared in various new garbs. One 
in particular is of interest. So cheap and inexpensive 
have some playing cards been that we have been rather 
skeptical as to their durability. Wrapped as the major- 
ity are in transparent cellulose there has been no means 
of determining the quality before purchase. In the par- 
ticular package shown, a sample card, usually with the 
scoring printed’on the face, is slipped into the base of 
the box which is loose at one side. The cover similar to 
the base holds the card securely at the top. The card 
also serves as the decoration for the box as well as 
affording a definite means of determining the flexibility 
and desirability of the contents. 
too 


house there can never be 


Many novel methods of beautifying the rather 


Around the many 
matches. 
unsightly match box have been developed and with con- 
siderable success. One box quite out of the ordinary is 
octagonal in shape with as many feet for support. The 
blended rose, gold, green, purple and blues of the out- 


side covering are repeated in the match heads inside. 
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A flap lid with ribbon tab completes this attractive con- 
tainer, which would be an addition to any end table or 
smoking set. 

We also came across some novel and interesting trans- 
parent boxes, both square and round, with gold design 
imprinted on the top, for holding herbal teas, scented 
flowers and culinary herbs. The transparent nature of 
these packages permits of a view of the contents. The 
texture of the different teas—Peppermint, Verbena, Til- 
leul, Sassafras, Anise, etc.—is readily visible. This 
forms an attractive package from which to dip the herbs 
and gives an added distinction and savoir faire to the 
tea table. 

A set of coasters, always useful, seemed a likely item 
as an all year round seller. Eight absorbent discs with 
different designs and mottoes are contained in a flat 
oblong box with a sample coaster on the box lid for 





The new Ambre Royal Powder box of Veolay, Incor- 
porated, makes its bow in a display of equal attractive- 
ness, as shown in the accompanying illustration. In 
color and atmosphere both box and display are decidedly 
Parisian and reflect quality and good taste in their de- 
sign. The various shades of powder offered are shown 
by means of die-cut, transparent cellulose covered open- 
ings. In the foreground of the illustration is shown one 
of the boxes with its cover removed. Boxes and dis- 
plays are made by Lorscheider Schang Company 
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decoration. The cover tells the contents of the box and 


also makes use of available space for advertising pur- 
poses in announcing the designer of the cards. 

Reverting to the homelier but nevertheless essential 
things of life we found a package for dish towels. A 
long box the width of a dish towel with a cut-out win- 
dow at one end contains one-half or a dozen towels as 
desired. The manufacturer devising this method of pre 
senting dish towels advertises them as ready for use with- 
out previous laundering. The package, preventing hand 
ling by customers and yet affording a view of the design, 
affords the sanitation necessary to bear out the advertise- 
ment. The red and green box, of course, carries th 
make of the towel, “Patex,” as well as considerable ad 
vertising as to the quality and properties. 

Although incomplete, this list of packaged articles 
demonstrates the greater thought given to modern pack- 
aging and emphasizes the basic idea underlying it, beauty 
combined with practicability and economy. 


P. |. A. Revises Plan of Organization 


With the approval of its members at the November 
1932 meetings in New York City, the Paperboard In- 
dustries Association has been established as a parent 
organization to serve the paperboard and box industry 
as a whole, and in general to conduct customary trade 
association activities, devoted to the general welfare of 
the paperboard and box industry. 

As now organized, it affords: 

(a) A forum for consideration of subjects affecting 
two or more branches of the industry and a clear- 
ing house for the interchange of information on 
subjects of common interest. 

(b) A medium for maintaining contacts with other na- 
tional trade associations or other organized 
groups, governmental departments and transpor- 
tation agencies. 

(c) A special department for the collection and dis- 
semination of statistics, the auditing of statistical 
reports and other accounting service. 

(d) Traffic and classification service, including the 
handling of matters before Railway Committees, 
the Interstate Commerce Commission, the Bureau 
of Explosives, et al. 

The executive committee of the parent association is 
composed of representatives from each group, and each 
branch of the industry has proper representation and 
voice in adopting general policies, establishing budgets, 
Cte. 

It will probably be necessary to hold only two meet- 
ings each year of the entire association membership, 
possibly a meeting in the west in May and a second 
meeting in the east in November, whereas the separate 
divisions or branches of the industry will hold more 
or less frequent meetings at such times and places as 
the members of the respective groups may elect. 
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| daisies ATTENTION always goes to the im- 
provement of the product package ; the package fre- 

quently becomes either the greatest asset or the biggest 

handicap of a well-known article. Favorable attention- 

getting is today sought in every conceivable way—from 

labeling bottles upside- 

down or selling syrup in 

fancy tin containers to the 

revision of old and un- eee Oo pag es 

attractive labels, boxes, or 

wrappers in modern de- 

signs and colors. 

In the revision of any 
sort of printed matter the 
newer developments in the 
graphic arts must receive 
due consideration. Among 
the most outstanding of 
these developments is 















Raised Printing 
for Box Wrappers, 


Labels and Display 
Cards 


By E. R. Pomeroy 






the past two years. Practically all the best sellers m- 


clude either raised gold or silver. A glance at the local 
gift store’s line of cards, or bridge tallies will arouse 
many thoughts of how this process can be effectively 
used on labels, box wrappers or counter display cards. 
In every new field there 
are a few originators and 
many imitators, although 
mae a small “finger-nail” test 
often suffices to determine 
that work which is com- 
petently done in the raised 
printing field. The leaders 
have artists who are 
trained to create suitable 
designs. Such printing in 
gold or silver can be used 
in connection with either 














raised printing, and the 




















possibilities for its use in 
adding character and re- 
finement to commercial packages and advertising of 
every sort. The gleaming, brilliant, sparkling designs 
that can be obtained with raised gold or silver are 
hard to describe. Fine, sharp, clear-cut lines that catch 
the light, or broad, heavy bars that add richness, can 
be used with equal success. 

There are many handling advantages in using raised 
gold and silver designs: labels or box wrappers can be 
glued fast and the raised lines remain clean and definitely 
sharp and will not break down or chip off. On display 
cards, this advantage permits the outlining of lettering 
or figures with gold or silver and thus command atten- 
tion to the message so presented. 

Raised printing will be found practicable for all sorts 
of paper stock. Thin paper for wrappers or labels, 
such as those shown on this page, takes the design 
beautifully. Heavy cardboard for display cards gives a 
result remarkable for its uniqueness and effectiveness. 
And the intermediate stocks process as well. 

The selling power of such treatments is evident in 
the advances made in the greeting card industry within 








os ome j (ws ia : 
Bits donot oe Ata sks printed or lithographed 

aa j ve vy, ; ie 
Sa color work. And _ offers 
Soe unusual opportunity to add 


life to offset lithography 

with its soft colors and effects. Its greatest possibilities 

are to be found in its pleasing combination with color 
and all other types of printing work. 

The commercial field for raised printing is at the mo- 

ment virtually unscratched. A few leaders have raised 

printing effects on attractive labels. Some progressives 
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have Christmas or holiday wrappers sparkling with 
raised gold or silver. Occasional striking counter dis- 
plays can be seen. But the majority of commercial 
houses, as in everything else, are playing their old game 
of follow-the-leader—even though, by so doing, they 
let the leader have the first profits. 

This infant industry appears to have much to recom- 
mend it to intelligent buyers of printing and advertising. 
It has a product new, although perfected through years 
of research, which is practical for almost every type of 
printing in which attractiveness is sought. It is not par- 
ticularly expensive. Whether a delicate outline design or 
one bold and heavy is desired, both can be obtained in 
equal value from raised printing. 

Samples of labels shown on the foregoing page are by 
courtesy of Hanograph Corporation. 


Milk in Paper Cans 


Through the use of an interesting package, Stand- 
ard Dairies, Inc., Philadelphia, distributors of Silver 
Seal dairy products, claim to be the first in the world to 
abolish the familiar glass milk bottle and to use trucks 
designed especially to meet this new method of dis- 
tribution. 

Instead of glass bottles, cone-shaped paper containers 
of three sizes (quart, pint and half-pint) are used. 
These are non-refillable and sanitary, as well as offering 
other forms of desirability, and are made of spruce 


fibre coated with paraffin. They are sealed at the top 
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with a metal edge-strip, half an inch in width, bearing, 
stamped in, the day of the week of delivery. 

The quart size has a round base—as have all other 
sizes—four inches in diameter and the container is nine 
and one-half inches high. The metal edge-strip, or seal, 


at the top causes the rim of the receptacle to be flattened 
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and pinched together, leaving sufficient air space be- 
tween the cream, or milk line and the edge-strip to allow 
for expansion from freezing. 

The containers are packed by the dairy corporation . 
alternately seal-end up and base-end up, in heavy fibr: 
cartons, or cases. [Each case is fifteen inches long, twelv: 
and one-half inches wide and ten and one-half inche: : 
in height. 

On each of the Silver Seal “sealcones’” used by th 
dairy corporation, the following matter is printed as 
selling argument, as well as directions: 


EIGHT REASONS WHY YOU SHOULD PREFER 
THIS PACKAGE 





1. It is your personal package—it enters your home alone. 

2. It’s not just covered—it’s sealed. 

3. Easier to open—just clip off the seal with scissors or knife. 

4. The milk doesn’t run over an exposed, germy “lip” when 
poured. 

5. You don’t have to wash, or return the package. 

6. It keeps contents cool Jonger. 

7. It doesn’t break into dangerous fragments if dropped. 


8. Above all, you know the milk is clean, safe—this package is 
health protection for your family. 
IMPORTANT 
To see the cream line, hold the package up to the light. 
In pouring off cream, pour from the flat side of the package. 
This package contains full measure. The air space at the top 
provides room for expansion in case of freezing. 


The package itself is cream color and the paraffin coat- 
ing is applied in such a way as to afford pleasant and 
easy handling of the container. The printing is in violet. 
With the sealing edge, the need for a paper bottle top 
is eliminated. 

All the trucks used by the company are of light de- 
livery type, of metal construction and are provided with 
insulated, refrigerated bodies which are so designed that 
the milk can be delivered to the consumer at virtually 
the same temperature—36 to 40 deg. Fahrenheit—at 
which it came from the dairy refrigeration room. Sev- 
eral experiments were made regarding methods of re- 
frigeration for the bodies, including the use of “dry 
ice,” and of “cold cans,” the latter containing a liquid 
refrigerant and resting on a shelf in the rear of the truck. 
“Wet” ice and brine in an “ice fin” suspended from the 
roof of the truck now is the favored method, this device, 
made of metal, containing seventy-five pounds of ice 
that is renewed at least once a day. 


No, 131-32; 
and kindred 


Simplified practice recommendation 
covering glass containers for mayonnaise 
products, is now available in printed form, and can be 


obtained from the Superintendent of Documents, Wash- | 
ington, D. C., for 5 cents each. This recommendation, 
which was proposed and developed by the industry, pro- | 


vides a simplified list of capacities of stock glass con- 
tainers for these commodities, and has been instrumental 
in reducing the number of capacities from 25 to 5, or 
an 80 per cent elimination. 

















3. Household Cleaners. 


WY HAT is the primary message of the package of 


a household cleaning product? 
Cleanliness. That is its reason for existence, its sales 
story, its appeal. 
neatness, order, simplicity—cleanliness. 


By all human logic it should suggest 
But look! 


Compare the packages shown in the illustration 
stipulates certain essential objections to be sought for in packages of this group 


This category of packages includes the kitchen pow- 
ders with their enormous grocery store distribution, the 
liquid polishes and cleaners and the bathroom specialties. 
The first group are steeped in tradition, typically old 
fashioned in color, lettering, and copy. They look 
strange and antiquated in the modern kitchen with its 
Their 


indications for use include such objects as “bronze monu- 


pleasant colors and simple businesslike forms. 
ments, mosaic, encaustic terraze” and the illustrations 
depict maids with pompadours and psyches, housewives 
in mopeaps and bungalow aprons, and the plumbing fix- 
tures of twenty years ago. 

Colors are generally crude with harsh reds, yellows, 


and blues. Trademarks are registered profusely, copy- 
rights noted as often as five times on a single package, 





Opportunities for Package Redesign 


By Roy Sheldon 
and patents appear with their dates. Sandwiched in 
among crude illustrations and lettering that no self- 
respecting advertisement would think of using today, are 
slogans, directions, and cautions, the whole broken up in 
panels. In short, the majority of kitchen cleaners are 


almost wholly innocent of modern package design with 
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with the text presented in this study of houschold cleansers which 


its consumer appeal, its poster treatment for maximum 
display, and its use of pleasant and harmonious colors to 
suggest quality and cleanliness to women. 

In the important matter of convenience, these packages 
still require holes to be punched, cartons to be cut, or 
covers to be pried off. The sifter top, the free-flowing 
spout, and other ingeniously simple incentives to easier 
use and greater daily consumption present opportunities 
for package improvement. The use of large size tubes 
for such cleaning products as can be developed in paste 
form offers a field for experiment. 

There is one exception to the characteristic cleaning 
powder package described above, and strangely enough 
this exception emphasizes the major opportunity open to 


The Bon Ami de Luxe bath- 


the manufacturer now. 
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room package in its booklet offers “just what you've long 
wanted—an attractive package to harmonize with your 
bathroom” and also, “No holes to punch no messi- 
ness.” Obviously black and gold do not harmonize with 
the vast majority of American bathrooms, and even less 
so with our kitchens. The de luxe package has per- 
formed an admirable advertising and merchandising 
service for Bon Ami and at the same time leaves the 
logical opportunity wide open. 

Briefly that opportunity is: 

1. Clean up the traditional package. Pleasant clear 
colors, in harmony with themselves and with the general 
trend in kitchen and bathroom. 

2. Organize the copy, bring it up to date, make it as 
helpful as possible to the housewife, then present it with 
the clearest and most effective layout, lettering and 

3. Treat the container as a three dimensional object. 
Carry the design over all its surface so as to give a 
ucfinite impression of size. (Your money's worth 
.wost of the present packages because of their confusion 
look smaller than they are. ) 

+. Easy opening and free flowing. Encourage pur- 
chase by slot, sifter, or spout openings, which also en- 
courage consumption and prevent unsatisfactory results 
from using inadequate quantities. 

5. Increase the distinctive character of the package. 
All the widely distributed cleaners have a definte char- 
acter in their present package designs. Redesign pre- 
sents a certain opportunity to increase rather than 
diminish that character. Certain of them would be not 
only more harmonious, more appropriate and more 
visible, they would also be less capable of confusion with 
competing products if they were simplified. Some could 
do a better job on the shelf both in the store and in 
the home by using only one or two colors in place of 


three, and with less expense. 
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The redesigned cleaner package would be perfectly at 
home in either the kitchen or the bathroom. It would 
no longer incite the housewife to hide it away. It woulk 
tell its story clearly and by eliminating repetitions anc 
irrelevancies, it could well include some “reason why” 
statements. It would gain in display value and attract 
favorable notice to itself among competing packages 
It would be selling itself in visible and unmistakable 
terms of its immediate and direct appeal—Cleanliness 
Last, but not least, it would create for itself new an 
effective advertising interest and promotion material. 

Two cases furnish a parallel. One specialty cleaner 
recently increased its sales 800 per cent through package 
redesign. Another, a department store item, reduced its 
quantity one-third when it adopted a new and effective 
design, maintained its price, and doubled its sale. Neither 
of these products enjoyed anything like the distribution 
of the typical examples shown above. Moreover, they 
were both in higher price ranges. Nevertheless, their 
results in increased sales are sufficiently solid to suggest 
a serious experiment in redesign and unbiased sales test 
on the counter, before that inevitable jury of consumers 
—the housewives of America. 


Simplified practice recommendation R91-32, glass 
containers for preserves, jellies and apple butter was 
accorded the required degree of written approval by all 
elements in the industry, and became effective Dec. 15, 
1932, according to the division of simplified practice of 
the Bureau of Standards. This simplified practice was 
originally formulated by the industry in 1928. It is 
expected that by the inclusion of the 48-ounce jar for 
preserves in the new schedule, the recommendation will 
prove of more value to the industry. The revision pro- 
gram limits the stock sizes, based on avoirdupois weight 
of the food content of glass containers for preserves to 
nine; jellies to seven; and apple butter to four. 








Kodaks Six-16 and Six-20, intro- 
duced earlier in the year and 
distinguished for their remarkable 
compactness, appeared their _ first 
Christmas in special gift boxes. 
Noteworthy are two facts: (1) the 







Elan eo Ak attractive application of this particu- 
wena lar gift box to the new Kodaks; (2) 





that the red and silver carton, with 
its graceful reindeer design, gives an 
unmistakable holiday touch yet with- 
out being so “Christmassy” as to be 
useless at other seasons. Two rolls 
of verichrome film wrapped in Koda- 
pak make the gift of the Kodak more 
complete, as well as enhancing t/ 

display value of the holiday boxes in 
stores 























BAKING COMPANY has. broken 
Dis- 


carding the pictorial tin box in which their Paradise fruit 


HE WARD 


from the traditions of fruit cake packaging. 


cake appeared for so many years, they introduced a new 
container in the modern spirit to appeal to present day 
fruit cake purchasers. 

Not only is the new box in keeping with current dis- 
taste for extreme ornamentation, but it is highly prac- 
tical as a container to be kept and used long after the 
cake itself is a pleasant memory! The design, a modern 
geometric pattern of concentric circles and balancing 
lines, is not seasonal. There is no lettering on the box 
itself to prevent the consumer from employing it as a 


cookie box, sewing kit or for any of numerous other 
uses. Irom a merchandising standpoint, therefore, the 


box is an inducement to the purchase of Ward's cake. 


From an advertising standpoint. the container wag 
Ss i 





Old Fashioned Product Gets a New Dress 





By Hazel H. Adler 


The Taylor System, Inc. 


planned to attract the eye, to stand out from competitive 
products in the store. The design is worked out in such 
a way that the identity of the box is registered from both 
top and bottom. This is an excellent feature since the 
package stands up on shelves, counters, displays and in 
the window. 

The gold finish of the box was carefully developed 
to break away from the usual red gold which has been 
considered the “height of richness” in the tin box indus- 
try for many years. The new box is in a dull silver 
gold with which the red, blue and green lettering printed 
on the transparent cellulose wrapper forms a pleasing 
contrast. 

Fruit cake can be regarded as a luxury item. It 
should be presented in a manner that will appeal to the 
more sophisticated tastes of that part of the public which 
appreciates quality merchandise. 
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Editorially Speaking 


Since the announcement, in 
the December issue, of the 1932 
All-America Twelve, entries to 


The All-America 
Twelve 

this competition have been coming in at a surprisingly 
satisfactory rate, and all indications point to the fact that 
the committee who will select the winners can look for- 
ward to an interesting, as well as instructive, session. 

Of these packages, many will be familiar for they 
have received a considerable share of publicity. Others, 
not so well known, merit more than passing attention in 
that they have been planned to express effectively certain 
characteristics which today are recognized as constituting 
sales assets for the package. All of them have been 
developed presumably with a purpose, that intent being 
to sell the merchandise contained within the package, and 
at the same time render a profit to the manufacturer who 
is sponsor for the package as well as the product. 

To successfully accomplish such a purpose in its full 
sense, therefore, the manufacturer must not, cannot, pin 
his faith to the effectiveness of any one consideration 
in the design or production of his package. True, he may 
desire to place one quality or characteristic of that pack- 
age above another, relatively, but there will be other 
factors which, if neglected can detract to no small degree 
from the effectiveness of the package. 

If he seeks beauty as the outstanding attribute of his 
package, that beauty must be expressed through the 
medium of the materials used in the construction of the 
package as well as in the portrayal of the art work. If 
convenience is to be the dominating quality, the selection 
of proper materials and their fabrication will receive 
primary consideration. And, as a “back log” to all of 
these deliberations is the necessary regard for economy 
in production costs which takes account not only of the 
package itself but also of the assembly of the package— 
the performance of the operation of filling, labeling, seal- 
ing and kindred work. 

It is on the recognition of each and all these principles 
and their importance to all of those who make use of 
packages that Mopern PacKacInc has built its policy 
There can be no middle track for those who 
seek to acquaint manutacturers with the real facts of the 


of service. 


packaging industry—the presenting of half a loaf is in- 
sufficient. That MoperN PaAcKaAGING has succeeded in 
propounding and in receiving acceptance of these prin- 
ciples is evident from the approbation of readers and a 
support that has enabled a consistent and healthy growth 
since the establishment of the publication slightly over 
five years ago. 

With 1932 


'welve and its purpose, we are now able to express in 


the announcement of the All-America 
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more concrete form the definition of a successful pack 
age. Each of those who have kindly consented to act 
on the committee to judge the selection have been chosen 
to represent one of a definite group that exerts a power 
ful influence on the acceptance or rejection of packages 
Thus we have a representation of sales, advertising. 
merchandising, 


The rules by which the score of each pack- 


consumer, retail store and production 
influences. 
age will be determined are definitely stipulated and with 
due consideration of every factor that contributes to the 
package in its entirety. 

The competition is not intended as an attempt to 
glorify packages nor does it aim to establish a superiority 
of one package over another or seek to place any of the 
suppliers thereof in a position of undue prominence. On 
the contrary, it represents an earnest and sincere gesture 
to formulate a basis whereby the user of packages can 
determine a measure of what constitutes the successful 
package, taking into account every condition in its proper 
order of importance. Accomplishing this will aid in the 
approach toward a better understanding as to why certain 
packages fail “to make the grade” while others receive 
favorable and immediate reaction. 


The article, “A Machine Yet 


Machines in the Unbuilt,”” which appears on page 


Making 


significance, we think, to manufacturers of packaged 


43 of this issue, will have special 


products, particularly in view of the development that 
has been taking place in recent years in the design and 
manufacture of equipment to perform various packaging 
operations formerly done by manual methods. Much of 
this development, as brought out in this article, has its 
inception not alone because of a need for labor saving 
but because of a demand for package sizes or units that 
can be successfully marketed. 

Designers and producers of packaging equipment are 
constantly demonstrating the applicability of their ma- 
chines to purposes other than those for which they were 
constructed ; we have many examples of convertable and 
adjustable machines, and there is still room for further 
progress. 

With this article as an “opening gun,” it is our inten- 
tion to publish a series of contributed articles that will 
indicate developments in the making or those which 
already applied, give evidence of wider acceptance. 


KO Chunbex. 

















@YOUNG MAN, OUR FOUNDER HIMSELF SELECTED THIS PACKAGE 


Evidently Mr. Gallump is strong for tradition. 
Which is all right, too—in moderation. 

The thing that’s wrong with this picture is Mr. 
Gallump’s state of mind. He’s got a stand-pat com- 
plex. He forgets that when Granduncle Abner 
founded the business he probably picked the best 
there was in the way of packages at the time. Tradi- 
tion did not hold Abner back...there wasn’t any. 

But packages have progressed a lot, Mr. Gal- 
lump, since Abner’s day...containers, closures, and 
designs. So don’t turn that young man away. Maybe 
he is about to suggest an improvement for your 


package that will actually stimulate sales. 


Package improvement does not necessarily mean a 
radical change or an entirely new design. It may be 
highly desirable to retain the traditional character 
of the old...yet at the same time improving effi- 
ciency or convenience. Anchor will be glad to work 
with you in studying package effectiveness, in mak- 
ing a thorough-going package or closure appraisal. 
Then, after careful analysis and consideration and 
without any obligation, Anchor will submita specific 
recommendation fitted to your individual needs. 
td 


ANCHOR CAP & CLOSURE CORPORATION 
Long Island City, N. Y. 
BRANCHES IN ALL PRINCIPAL CITIES 


Toronto, Canada 





@ CONVENIENCE is the keystone of Anchor 


Amerseal popularity. It is easy to under- 
stand, too, why these closures are so con- 
venient, so easy to remove and to replace, 
when one examines their unique features 
of design and the way they function. How 
these results are accomplished is described 
in detail on the opposite page. 

The fact that Anchor Amerseals remove 
easily and reclose equally as readily—by a 
simple quarter-turn of the wrist—brings a 
number of important advantages in its train. 


Obviously it is this virtue of convenience 


that accounts for the unqualified and wide- 
spread approval of Anchor Amerseals by 
the consuming public. To the manufac- 
turer this constitutes a sales advantage 
that can hardly be over-emphasized. 

The reclosing feature makes them ideally 
adapted to a great variety of products — 
those that are not intended to be consumed 
at once, but which are used a portion at a 
time over a considerable period. 

In ease of removal there is no compari- 
son between Anchor Amerseals and the or- 
dinary thread type of cap. Products that 


would gum, stick or congeal in the threads. 
those that are apt to cake or crystallize and] 
cement such a cap solidly to the container, 
have no effect on an Anchor Amerseal. 

It is easy to break the few points of con 
tact with a very little effort. Nor is there 


the chance for corrosion, freezing the ¢aP 


to the container through having some of 
an acid product or brine trapped in the 
threads—because there are no threads. 


They retain their unparalleled conve™ 
that 


ience even in the face of products 


seem to offer unsurmountable obstacle. 
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way ANEROR ANERSBALE 
SEAL SO TIGHTLY 


YET REMOVE SO EASILY 


The unique way in which Anchor Amerseal 
Caps make complete sealing contact around 
the full circumference of the top of the con- 
tainer accounts for their well known, depend- 
able sealing efficiency. It also accounts for 
their adaptability to so many varied types of 
products — confections, cosmetics, food prod- 
ucts, pharmaceuticals, proprietary medicines, 
polishes, and specialties of all kinds. 

The principle that distinguishes Anchor 
Amerseals from all other types of caps is their 
scientifically designed double-notched lugs. 
These lugs engage the under side of corre- 
sponding threads of the glass container, draw- 
ing the cap down tightly and evenly onto the 
container. 

The lugs are formed (not cut) from the rolled 
edge of the cap, thus eliminating sharp raw 
edges, and giving them unusual strength to 
withstand the strain placed upon them when 
the cap is tightened. The double-notched and 
slightly pitched construction of the lugs is ex- 
elusive with Anchor, and insures a positive, 
non-slipping grip on the glass threads. These 
features are the result of years of experimen- 
tation and represent the most efficient type of 
construction yet devised. 

In application, as the cap is tightened and 
the lugs engage with the glass threads, they ex- 
ert a uniform pressure around the full 360 de- 
grees of the container finish, as shown in the 
diagram below (left). In addition, the opera- 


tion of tightening puts the metal under ten- 


sion, giving it a spring action seal that further 
assures a tight and constant working pressure. 

The cap may be started at any point on the 
container finish, no matching or adjusting of 
threads being necessary. The liner makes im- 
mediate contact with the sealing surface of the 
container, which with thread types of caps is 
not effected until the cap has been completely 
tightened. The application of the cap is simple 
and easy—only a quarter-turn being necessary 
to apply or to remove it. 

Since contact with the glass threads is made 
at but two or four points, depending upon the 
size of the cap—and these on the under side of 
the glass threads—it is easy to appreciate why 
Anchor Amerseals are so easy to remove. As 
there are no threads, the caps will not gum, 
freeze or cement to the container due to either 
corrosion or congealing of the product —as is 
the tendency with thread types of caps. 

This feature in itself is sufficient to warrant 
their adoption—especially if the products you 
pack are sticky, tacky, viscous, or with corro- 


sive properties. 
TWO-PIECE STYLE 


For those products which require a vacuum, 
the Anchor Amerseal Cap may be obtained in 
the two-piece construction. This cap possesses 
all the conveniences and reseal advantages of 
the regular Anchor Amerseal, but in addition 
permits of sterilization, vacuumizing, hot or 


cold packing. 


@ This diagram to the right shows an Anchor 
NOTE THE Amerseal Cap after it has been tightened. 


FOUR PLACES 
OF CONTACT 


Note the firm contact of the cap lug with the 
glass thread, on its under side. Also note the 
pressure exerted on the resilient liner where 


INSURING it meets the container top and how it is com- 
pressed at that point, making a tight seal and 


UNIFORM 
DISTRIBUTION 
OF PRESSURE 


compensating for any irregularities in the 
glass. The metal top and side walls, too, are 
under tension helping to hold the cap se- 


curely in place and keeping it tightly seated. 





OSURES 


TO MEET EVERY 


SEALING NEED 


The ideal closure for you 


/ 
Z 
is the one completely adapted to your YZ, 


particular product, to the diverse needs = 
and conditions surrounding the produc- 
tion and sale of that product. In some 
cases sealing is the paramount consid- 
eration; with others it may be conven- 
ience, or sales appeal, or suitability to 
the package design, or adaptability to 
production routine. ¢ Among Anchor’s 
fifteen different types of closures there 
is undoubtedly one best suited to your 


individual requirements. 








CAP & CLOSURE CORPORATION 
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Decorative Coverings 


for Packages | 


Thoroughly water-proof and of excellent folding 
quality—the coating does not crack and show the 
body stock—is this blue pyroxylin coated paper 
just announced by the Beveridge-Marvellum Co. 


A lacquered silver paper that po all 
the qualities of lacquered coated silvers and 
golds, being fast to water, anti-tranish, ete. 
Designated as No. 75 Inlaid Silver by its 
manufacturer, the Hazen Paper Company 


This new number by C. R. Whiting Com- 
pany, Inc., is known as “Cobra X.” It is 
made on an imitation velour base with the 
bright silver top forming an effective pattern 





At right: This attractive combination of blues with 
gold is enhanced by the clever arrangement of designs. 
From Harris Importing & Exporting Company, Inc. 
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Pleasing to particular women is the style of 
the new Walgreen Lemon Castile Shampoo 


package (above). Background is yellow and 
lettering black, as is the silhouette which ex- 
tends on two sides of the silver rectangle carry- 
ing directions. A black Armstrong's Artmold 
cap is the closure. 


The Nyal Company package their line of 
toiletries (below) in new containers with labels 
of red and gold. Bottle and jars are capped 
with molded closures of red Bakelite in harmony 
with the color scheme. Photo, courtesy of 
Bakelite Corporation. 






New Molded 


Plastic Packages 


A distinguished soap deserves a distinguished 
package. At the same time the package shown 
below has a reuse value for the consumer. One 
colorful and attractive container would be a 
handsome soap dish in moulded plastics, de- 
signed to hold three cakes of soap standing on 
end. This merchandise could be wrapped in 
transparent cellulose with a band to hold the 
cakes firmly in the soap dish, and this band 
could carry the copy on which the particular 
merchandising use of the package was based. 
Designed and copyrighted by Industrial Design 
Inc.; photograph by courtesy of General Plas- 
tics, Inc. 
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TRIKING EXAMPLES crop up from time to time 

to indicate that the saving of labor is not by any 
means the motivating reason why automatic machinery 
is developed. Obviously, the question of reducing labor 
charges in many instances is the primary reason for 
automatic machine production. It is well, however, to 
remind ourselves that there are many occasions where, 
if proper machinery were obtainable, certain goods and 
materials could be put in a form that would overcome 
serious marketing objections which had proved serious 
obstacles to working out a profitable marketing plan. 

To demonstrate the point, let me cite an actual case 
where a machine development solved the problem of 
market development. A large concern, operating in the 
Middle West, was marketing a bulk product, shipped to 
every section of our country. The product was of a 
highly hygroscopic nature, used primarily by municipali- 
ties in public work. The material was shipped in large 
metal drums—these drums, of necessity, hermetically 
sealed to prevent contact with the air and consequent 
rapid deterioration of the material. Oftentimes, but a 
small quantity of the product was needed for immediate 
use. The consumer would remove this small quantity 
from the drum and unless elaborate methods were used 
to protect the contents remaining in the drum, a large 
percentage of loss ensued. Should the entire quantity be 
consumed at one time, a serious problem arose in the 
disposition of the empty metal drums. In addition, the 
drums were very expensive. 

The factors of protection of material and serious loss 
by customers, necessitated the manufacturer seeking a 
method of marketing the material in much smaller units 
that could be more easily handled, and as much, or as 
little of the material necessary for immediate use made 
available, without permitting the balance to be exposed 
and spoiled. 

It was determined that the ideal unit to meet all con- 
ditions should be 100 lbs. in weight and bulk. The 
problem was to find a suitable method of packaging the 
smaller 100 Ib. units. The package must combine strength, 
uniform size and perfect closure. 

A start was made by using a moisture-proof paper 
bag, the material was weighed and filled into the bag by 
hand and then the filled bag was inserted into a second 
covering, or burlap bag. The necks of the bags were 
tied with cord in the ordinary manner. While this 
method proved helpful, it did not solve the problem of 
producing a small unit package which could be marketed 
profitably. Bags and hand filling methods were too costly. 

Thereupon, the engineering department was delegated 
to devise a machine that would make and fill an all-paper 
bag which could be produced at much less cost and 


A Machine Yet Unbuilt 


By William K. Embleton 


mechanicaily sealed, insuring a tight closure. After 
many months of work, a machine designed to form the 
bag, automatically weigh and fill the material, then close 
the bag, was laid out on paper. In order to be sure 
that the company engineers were on the right track, a 
firm of packaging engineers were called in. The latter 
with their practical experience on these particular prob- 
lems were able to eliminate the weak points of the ma- 
chine plan, and, being experienced machine manufac- 
turers, they were given the contract to build this special 
machine. 

Obviously, to design and build a machine to handle a 
bag holding 100 lbs. of a material light in character 
proved a pretentious task. Nevertheless, a machine was 
evolved. Briefly, with this machine, an operative feeds 
the paper in the form of a tube over a forming block 
which semi-scores and shapes the tube to a rectangular 
form. These tubes are made up of 3 layers of paper— 
two layers interlined with a water-proof and air-resisting 
material. The lower portion of the tube is folded over 
to form a base or bottom to the bag. Adhesive is spread 
on the folded flaps, after which a tremendous pressure is 
applied which drives the adhesive through the fibre 
formation of the paper, thoroughly binding each layer 
and insuring a positive seal at every point. The bag is 
tnen filled with material to a predetermined height, after 
which the top of the tube is folded in and sealed in a 
similar manner to the bottom fold, the filled and sealed 
bag then being ready for either distribution or storage. 

The success of the new bag and form was immediate. 
It was found that thousands upon thousands of these 
bags could be stored in warehouses in stacks forty feet 
high, and even with the tremendous weight of material 
on top of the lower layers of bags, there was practically 
no loss from breakage or loosened seals. The bags are 
so air-tight and water-proof that a municipality can pur- 
chase a quantity and store them, if necessary, in the open 
without any fear of deterioration. The machine can 
be operated twenty-four hours a day, to keep step with 
the demand. 

This striking instance of evolving machinery to en- 
able a manufacturer to market a product in smaller 
units packed in a manner to withstand the ravages of 
climate or hard usage, and at a cost which enabled the 
manufacturer to dispose of his product at a profit, clearly 
indicates that many machines are built with the labor 
saving factor as a secondary consideration. 

There are many other instances where manufacturers 
are realizing that there are unfilled markets for products 
and by-products which can be taken advantage of by 
those who can visualize ““A Machine Yet Unbuilt” often- 
times turning losing liabilities into profitable assets. 
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Package Identification and Protection 


(Continued from page 26) as well as the patent fees, 
makes the patent principle almost impossible of general 
application. At the same time, I recognize that Mr. 
Robertson, the Commissioner of the Patent Office, has 
been and is doing all that he can to make the patenting 
of design as useful as it can be made. Anything which 
will shorten time and decrease expense is desirable.” 

Henry D. Williams, a specialist who has labored in 
season and out for legislation to strengthen and simplify 
design protection, is strongly in favor of a reduction of 

’atent Office fees. He commented as follows: “I am 
entirely in sympathy with the Commissioner of Patents. 
It was originally planned that the higher fees would be 
temporary in view of the Government’s need for revenue, 
and I can see no reason why Patent Office fees should 
pay the expense of running the Patent Office, or should 
be adjusted on a taxation and surplus-revenue producing 
basis. The benefits which come to arts, manufactures 
and mines by reason of the encouragement of inventions 
fostered by our patent system, pursuant to the plan of 
the Constitution to encourage the useful arts, seem to me 
to lift the Patent Office out of the class of revenue pro- 
ducing bureaus.” 

This expert does not wholly concur in the endorse- 
ment by others of the version of Design Copyright now 
pending in Congress. He comments: “I have considered 
House Bill 12528 which attempts to provide a hybrid 
design protection with registration in the Copyright Of- 
fice and the requirement that design shall not only be 
original but also fundamentally new, and that the 
Register of Copyrights shall cause a search to be made 
and conclude it within seven days or less of the date of 
application. This search period appears to me wholly 
impracticable and I am opposed to the determination of 
novelty as a condition precedent to registration, and am 
opposed to having design registrations vulnerable on the 
ground of novelty. The bill as it stands is open to many 
serious criticisms.” 


Officials Appraise the Design Dilemma 


In order to obtain analysis, from the Governmental 
administrative angle of the situation that has developed 
in respect to design protection, I asked the Commissioner 
of Patents whether, in his estimation, revision of patent 
fees would mollify the interests which seek means to 
make and keep “exclusive” designs, truly exclusive. Ob- 
served the head of the Patent Office: “While other 
patent fees have been increased several times and while 
the trade mark fees have been increased, the design fees 
have not been increased for over fifty years. The bill 
for copyright registration of designs provides a small 
fee. It is not the amount of the fee that the advocates 
of quick design legislation are after so much as it is to 
have their protection afforded instantly, which is possible 
under Copyright Law but not under the Patent Law.” 

William L. Brown, Register of Copyrights, placing 
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his finger on the secret of all the current controversy 
over means of design entrenchment, says: “The inherent 
difficulty in the situation is briefly that the manufacturers 
generally want only prompt registration while the re- 
tailers and some others want (among other demands) a 
search to establish originality which must take time and 
necessarily cause delay. It is this unavoidable delay 
which has caused dissatisfaction with the design protec- 
tion now secured through the Patent Office.” 

The head of the Copyright Office and prospective ad- 
ministrator of a new system of design enrollment, if and 
when it comes, has also been at pains to point out the 
purpose of the official designation which has latterly been 
agreed upon at Washington for the new instrument. 
“Design Registration” has been approved, Mr. Brown 
explains, as less likely to admit, in use, of confusion or 
misinterpretation which might attend the use of the 
equivalent term “Design Copyright.” “Design Registra- 
tion,” to give the institution its proper title, will be made 
in the Copyright Office but the process will more nearly 
approximate the registration of trade marks (as con- 
atent Office) than it will the entry 
Henceforth, 


duced at the U. S. 
of items elegible for general copyright. 
then, purists must say “Design Registration.” 


Packers Defend Brand Privileges 


Packagers who market, under brand, special-formula 
food preparations are not abandoning their fight with 
the Government to preserve the concessions to distinc- 
tion-in-name which they have enjoyed unchallenged for 
more than twenty-five years. Not without a struggle are 
these food packagers going to allow the scuttling of the 
principle that brand-betokened individuality is a sufficient 
guarantee of quality under the so-called Pure Food 
laws. This is the answer and refutation of certain 
rumors which have lately stirred packaging circles. 

Specifically, the gossip is to the effect that the firm of 
Glaser, Crandell Company of Chicago, packers of the 
“Everbest” line, has, in its very hour of victory, aban- 
doned the struggle to keep the U. S. Food and Drug 
Admistration from killing what is known as the “Dis- 
tinctive Name” proviso of the Federal Food and Drugs 
Act. In an emphatic statement for MopERN PACKAGING, 
R. J. Glaser, vice-president of Glaser, Crandell Com- 
pany, spikes the rumor of retreat. He explains that his 
firm is no longer worrying over the immunity of its own 
product “Bred Spred.” But he feels as deeply as ever 
that the regulatory branch of the U. S. Department of 
Agriculture should not be allowed to disturb on suspicion 
the system under which so many food packagers have 
built up their good will. 

To get the proper perspective and background on this 
news, it is necessary to recall how Glaser, Crandell 
Company beat Uncle Sam, this past year or two, in a 
test case that was hailed as going far to buttress indi- 
viduality in packaging. The Chicago house had been, 
for years, marketing a fruit concoction under the name 
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OMEWHERE in a small experi- 
mental food kitchen a shirt-sleeved young 
man is slowly stirring the steaming con- 
tents of a copper kettle. He is thinking 
of the elusive flavor of orchard-ripened 
fruits, moist with the early morning dew. 
This he seeks to capture in containers of 
sparkling glass. An eager and responsive 
market awaits the culmination of his ex- 


periments ... 


Somewhere in the still whiteness of a 
great laboratory a gray-haired chemist 
bends intently over his microscope. The 
hours grow old, yet he lingers on. From his 
tireless labors may come a magic liquid 
capable of relieving pain, or preventing 
infection, or removing the dread horror 
of an insidious disease. A suffering public 
stands ready to voice its sincere appre- 


ciation ... 





IDB | 


In the back room of a neighborhood 


beauty shop .. . in the corner of a fa- 
mous laboratory .. . on the eleventh 
floor of a dingy loft-building . .. or, in 
a distant cross-roads preserving plant— 
men young and old, manufacturers large 
and small, are experimenting to produce 
new and better products, or to find a 
more practical and economical way of 


doing a thing. 


Business may be in a state of chaos... 
industry’s wheels stilled. But true prog- 
ress has not stopped .. . it has not even 
hesitated. The world holds vigorous ap- 
proval, in plaudits and in cash, for men 
and manufacturers like these. Let us 
enter the New Year with renewed confi- 
dence ... let us be up and doing. The 
world will continue to demand new and 


better products. Be ready to supply them! 


PHOENIX METAL CAP CO. 


METAL CAPS FOR GLASS PACKAGES 


OFFICES: Chicago, 2444 West Sixteenth Street; Brooklyn, 3720 Fourteenth Ave- 
nue; Philadelphia, 1601 Fox Theatre Building; Boston, 131 State Street; Cleveland, 
1109 Guardian Building; Cincinnati, 1606 Union Trust Building; St. Louis, 5820 
Itaska Street; San Francisco, 200 Davis Street; Los Angeles, 765 Stanford Avenue. 
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‘Bred Spred.” Suddenly the food censors at Washing- 
ton took it into their heads that, because this specialty 
contained less than the conventional proportion of genu- 
ine fruit which is usually embodied in fruit preserves, 
it was an “imitation” and should be labeled as such. 
The enforcement officers therefore took steps to dis- 
cipline the packer for “misbranding.”” Thus indicted, 
the packager of “Bred Spred” stood squarely on his 
rights under that sometimes-overlooked but very im- 
portant paragraph in the Food Act known as the “dis- 
tinctive name” proviso. This little joker, which has been 
operative since the Food Act went into effect, holds im- 
mune from prosecution for adulteration or misbranding 
mixtures or compounds known as articles of food under 
their own distinctive names, if the name be accompanied 
on the same label or brand with a statement of the place 
where the article has been manufactured or produced. 

This limitation upon the police powers of the office 
of food control had irked the officials for years before 
they took a grudge against “Bred Spred.” But, with 
this latest example twitting them, it was decided to fight 
out the question in court. Fight it out they did, with 
the result that Glaser, Crandell Company won such clear- 
cut vindication for the time-honored privilege that, fol- 
lowing the decision in the Circuit Court of Appeals for 
the Eighth Circuit, the U. S. Department of Justice 
refused to even seek an appeal to the Supreme Court of 
the United States. Thus definitely balked in the courts, 
the Food and Drug Administration has appealed to Con- 
gress to strike the distinctive name provision from the 
law. A bill to this end, known officially as H.R. 10085, 
is now pending. 

Where conjecture has been busy has been with the 
attitude of Glaser, Crandell Company as the presumptive 
leaders of the fight to save the brand-franchise. Defec- 


tion was whispered because the makers of “Bred Spred”’ 


have changed their manufacturing policies. In spite of 
their victory in the courts, they have, since the episode, 





MODERN PACKAGING 


voluntarily changed the formula of “Bred Spred”’ so that 
it would now rank as a pure preserve in the proposed 
standards set up by the Department of Agriculture. 
3ut, in the security of its trouble-proof recipe, the 
Glaser, Crandell Company is just as concerned as ever 
for the integrity of the principle that is at stake in the 
program before Congress. 

3y way of making clear his continued allegiance to the 
cause, Mr. Glaser this month stated: “I still feel that 
the repeal of this clause from the Food Law after more 
than twenty-five years of existence during which time 
many food and drug products have been created, named, 
and markets developed on the premise that this pro- 
cedure was perfectly legal and perfectly ethical, would 
result in the unwarranted destruction of many millions 
of dollars worth of good will honestly created. 

“Undoubtedly Congress felt that the marketing of a 
product under its own fanciful and distinctive name, 
without any reference to any known product which it 
might resemble, or for which it could be used, gave auto- 
matic notice to the consumer that here was something 
which must be accepted purely on its merits. The tear- 
ing down of this long established policy would mean the 
destruction of thousands of valued trade names and 
painfully built up good will.” 

Explaining why his organization has not been more 
active this winter in arousing packers-under-brand to 
their peril, the vice-president of Glaser, Crandell Com- 
pany made this statement: “As far as any action by our 
company is concerned, I may say that we have nothing 
specifically planned because we do not feel that there is 
any great chance of legislation of this type being given 
any serious consideration by the present Congress. 
There are so many terrifically important and pressing 
problems before this short session that the time will 
doubtless be more than filled by matters of much greater 
importance than any consideration of further prescrip- 
tion of the culinary art.” 


Simplicity of design, sparkling origi- 
nality and a distinctive appearance 
are apparent in this presentation 
which displays six of the new Doric 
combination pen and pencil sets, and 
six Doric single items, manufac- 
tured by The Wahl Company 


In the dealer's window, or on his 

counter, this package ensemble in- 

vites the customer to select a pen 

and pencil to his liking. Carnelian, 

Topas, Kashmir and Jet Black 

Sparkle gem-like from their settings 
of black and gold 
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Over 200 Million Packages per day are wrapped on our Machines 





Does your package assure freshness ? 


Many advertisers are emphasizing 
freshness—for some products it is a powerful sales appeal. 

An important part of the service which our machines render, 
is the production of wrapping that assures freshness. 

These machines are built to wrap products with any of the 
various materials used to protect quality and freshness—moisture- 
proof Cellophane, waxed paper, glassine, foil, etc. You can there- 
fore, select for your product the material best suited to its needs. 

The quality of the wrapping executed by our machines is 
another important factor—the packages are wrapped tight and 
sealed perfectly, so that they give the utmost protection against 
air-seepage. 

Perfect, protective wrapping not only guards freshness, but 
also retains fragrance, aroma and flavor—essential for such prod- 
ucts as coffee, tobacco, soaps, toilet preparations, etc. And, of 
course, there is always the necessity of protecting against foreign 
odors, or other forms of contamination. 


Your Product 
We have had the widest experience in providing protective wrapping for 
America’s leading food products, cigars, cigarettes, confectionery, crackers, 


cake, cosmetics, etc. 
We will be glad to examine your package to see if it can be given a new 
sales stimulus through a more protective and more attractive wrapping. 
Get in touch with our nearest office. 


PACKAGE MACHINERY COMPANY :: Springfield, Massachusetts 


New York Chicago Los Angeles 
London: Baker-Perkins, Ltd, 
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Here and There in the 


Richard M. Krause, Inc., now occupies the entire 
top floor of the West Building at 52 East 19th St., New 
York City, to which the company moved on Nov. 17. 
The new quarters include the executive offices; art, en- 
graving, printing and gumming departments, besides a 
reception and display room. The latter, a corner of 
which is shown in the accompanying illustration, has 








been effectively planned as to lighting and decoration 


and is furnished in the modern manner. Displays of the 
products of the company are attractively shown in ap- 


propriate cabinets and shelves. 


Whiting-Patterson Co. Inc., is now continuing the 
operation of the fancy paper business recently conducted 
in the name of Whiting-Patterson-Supple Inc. L. R. 
Camblett is in charge of the New York office. Plans 
are being made to extend and improve this department 
and the company expects to have several interesting 
numbers of particular appeal to the box trade and 
greeting card industry. 


The Stecher-Traung Lithograph Corporation has 
taken over and consolidated the Stecher Lithographic 
Company of Rochester, N. Y., and the Traung Label 
& Lithographic Company of San Francisco, Calif., both 
manufacturers of paper goods, lithographed labels, etc. 
The present plants at Rochester and San Francisco 
will continue operations and it is reported that the com- 
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Packaging Industry 


pany will arrange for a plant in the Middle West by 
purchase of existing plant or establishment of a new 
one. Otto R. Rohr is president and Charles F. Traung 
is executive vice-president. 


Formation of a new sales division is announced 
by the Armstrong Cork & Insulation Company, Lan- 
caster, Pa. Dwight L. Armstrong, a vice president of 
the company, has been made general manager of this 
which is comprised of three departments: 
Ebberts, manager; Cap De- 
the 


division 
Corks Department, E. F. 
partment, S. L. Barnes, manager; 
Department, J. C. Feagley, manager, assisted by J. M. 
McCormick. 
policy of expanding the Armstrong line to include all 
During 


and Crown 


This step is a result of the company’s 


principal types of closures for glass packages. 
the past two years molded, cellulose, brass, and tin caps 
have been added to the line which formerly consisted 
of corks of all kinds, crown caps, embossed top corks, 
rubber stoppers and cap liners. 


The Haggstrom Studios, package designers and 
product stylists, Rockford, Ill., announce a change in 
the firm name to Haggstrom, Thelander and Berg. The 
new organization will serve Middle West manufacturers 
in the field of consumer surveys in addition to product 
and package design. 





Preparations for the return of real beer when its sale 


is legalized are going ahead full blast. New pack- 
ages have been designed in a wide varicty to facilitate 
sales in cartons and containers. The illustration 
shows newly designed beer packages getting a cus- 
tomer test at the Robert Gair laboratory store 



























COMPLETE PORTFOLIO OF 
PACKAGING MATERIALS 


SOMETHING ENTIRELY NEW! Not just 
a sample book, but a clear, complete tabulation 
of the technical qualities and commercial uses 
of over 27 types of packaging papers, together 
with liberal samples and specific recommen- 
dations for the packaging of over 60 products. 
Secure a copy now for your use today or your 


reference tomorrow. 








RIEGEL PAPER CORPORATION 


342 Madison Avenue, New York, N. Y. 
we 
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Edward Rossotti, president and founder of Rossotti 
Lithographing Company, Inc., manufacturers of labels 
and folding cartons, died on Nov. 18 at his home, 255 
West 19th St., New York City, following a long illness. 


Willoughby. M. McCormick, founder and _ presi- 
dent of McCormick & Company, Inc., Baltimore, Md., 
died suddenly on Nov. 4. Mr. McCormick was a leader 
in the tea, spice, extract and insecticide business of 
the country, and was active in the development of trade 
associations relating to those industries. He was like- 
wise keenly interested in packaging activities and pack- 
age progress. His death means the loss of a useful 


and highly esteemed citizen. 


Charles P. McCormick, formerly vice-president and 
nephew of Mr. McCormick, was unanimously elected 
president of McCormick & Co., Inc., at a special meeting 
of the board of directors, held Nov. 12, 1932. 


Harry D. Greene, formerly treasurer of F. J. Kress 
Box Company, Pittsburgh, Pa., has been elected vice 
president, to fill the vacancy caused by the death of 
Paul C. Kress. J. B. Le Clere, formerly secretary of 
the company, has been elected secretary-treasurer. 


O. W. Nelson has resigned as executive vice-president 
of W. C. Ritchie and Company, Chicago, Ill. J. H. 
Crones and G. S. Denning have been elected vice- 
presidents. W. E. Ritchie is now secretary-treasurer 
and R. H. Ritchie is president. 


Robert Gair Company, 420 Lexington Ave., New 
York City, has arranged for the purchase of the plant 
of Firstbrook Boxes, Inc., Toronto, manufacturer of 
paper and paperboard containers, and will operate this 
as a unit of its organization in Canada. 


Griffin Campbell Hayes Walsh, Inc., 65 Duane St., 
New York City, is announced as a consolidation of the 
manufacturing, importing and supply facilities of the 
H. Griffin & Sons Company, John Camp- 
Hayes, John H. Walsh 


following : 
bell & Company and U. T. 
Company. 


Shellmar Products Company, Chicago, IIl., has pur- 
chased the former factory of the Brinkerhoff Electric 
Company at 600 Eleventh St., West New York, N. Y. 
Building is to be remodeled and improved, and equip- 
ment installed at an early date. 


Lustroid Container Company, Inc., South Orange, 
N. J., has purchased the celluloid solution department 
of the Sillcocks-Miller Company. This new company 
will make a full line of cellulose vials, tubes and simi- 
lar containers and articles of this nature, and plans to 
develop this work by necessary research and equipment. 
The work of this department of the Sillcocks-Miller 
Company was quite foreign to the rest of the business 
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of that company and it, therefore, seemed to the best 
interests of the company, as well as the customers of 
this department, to segregate that which is primarily a 
chemical problem whereas all of the other work of the 
Sillcocks-Miller Company is mechanical. Richard H, 
Davis is president of the new company. 


Mrs. Sonia Harrison, wife of Maurice Harrison, 
president of the Boston Drug & Chemical Company 
and the New England Seidlitz Powder Company, is 
specializing in the manufacture of mouth washes, sham- 
poos and creams at a newly equipped laboratory located 
at 45 Williams St., Everett, Mass. Mrs. Sonia Harri- 
son was formerly connected with the Boston Drug & 
Chemical Company. Both she and Mr. Harrison are 
pharmaceutical chemists. 


Mosinee Paper Mills Company, Mosinee, and the 
Tomahawk Kraft Paper Company, Tomahawk, Wis., 
are arranging plans for a reorganization and consolida- 
‘ion, prepared by a protective committee for the bond- 
holders of the two companies. The new company form- 
ing the consolidation of interests will issue bonds total- 
ing about $1,500,000, and 300,000 shares of common 
stock, a part of the fund to be used for operating capi- 
tal for the two plants. 


General Waxed Papers, Inc., a Delaware corpora- 
tion, has acquired the properties of the Kelwax Division 
of Kellogg Paper Products of Chicago. The new com- 
pany will manufacture and sell plain and printed waxed 
wrappers for bread, candies, cakes, cereals and food- 
stuffs in tissues, bonds, kraft, manilas and glassines. 
Walter C. Hasselhorn is president; J. E. Richards, sec- 
retary and treasurer; John T. O’Connor, vice-president 
in charge of sales; Keith Kellogg, vice president in 
charge of advertising, service and designs, and A. A. 
Brunk is general superintendent. The company will 
specialize in printed waxed wrappers and will maintain 
a package engineering and design service. The general 
offices and plant are located at 526 West 18th St., Chi- 
cago, and branch sales offices will be maintained in 
Kansas City, Indianapolis and St. Louis. : 


An exhibition of new materials, new products and 
new uses, assembled by the National Alliance of Art and 
Industry, opened in the Art Center Galleries, 65 East 
56th St., New York City, on Jan. 16 and will continue 
for one month. Interesting new developments in the 
use of color in relation to metal and wood are shown for 
the first time; new products and new devices for both 
domestic and commercial purposes, as well as novel de- 
velopments in the use of glass, steel, silver, paper prod- 
ucts, plastic materials and other synthetic products. 

At least two design conferences, in which representa- 
tives of the large industries, industrial designers and 
persons engaged in industrial research will take part, will 
be held during the period of the exhibition. 
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Let DENNISON help you get 
MORE PAGKAGE APPEAL! 


EMEMBER this—package appeal may 

be a new problem to you, but it’s an 
old familiar problem to Dennison. Through 
long experience, our experts know how to 
give your product more package appeal— 
io make it stand out—win sales. They will 
tell you what your product needs; then, 
deftly, quickly create distinctive designs for 
you. Let us show you how Dennison can 
help you. Without the slightest obligation, 
of course. Write us—or just check and 
mail the coupon below. 





0K 





Let De 


nnison Service help you 


Dennison Mrc. Co., Derr, M.P., Framingham, Mass. 


Please tell us how Dennison Service can help us. 
We are interested in the items checked below, 
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Visability and protection add to the appeal of this container 


New Transparent Cellulose Boxes 

A new line of semi-permanent transparent cellulose 
boxes which have unusual merits as containers for a 
variety of products such as cigars, candy, powder puffs, 


Plans for the Third Packaging 
Conference and Exhibition 

To date sixty companies, comprising manufacturers 
of packaging materials and equipment, package designers 
and business paper publishers, have taken space at the 
Third Packaging, Packing and Shipping Exposition and 
Conference to be held March 7-10 at the Hotel Penn- 
sylvania, New York City, under the auspices of the 
American Management Association. 

“The exhibits this year,” according to John G. Goetz, 
managing director of the American Management Asso- 
ciation, “will be particularly interesting and valuable in 
acquainting manufacturers and others interested in 
packaging with the wide range of wrapping materials, 
types of containers and designs and color combinations 
available for use which have proved successful either 
from the standpoint of attracting attention of consumers 
of goods to different sorts of packages, or for protecting 
the contents of the containers while in transit. 

“The exhibits will trace the packaged and delivered 
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oke, Mass. 


unique and practical. It is made of 
heavy waterproof transparent cel- 
lulose. All joints of the box are 
sealed to make it dust-proof. The 
moderate price at which they are 
available, combined with the atten- 
tion value attained through multi- 
color printing makes these containers 
worthy of the up-to-date sales ex- 
ecutive’s consideration. 

A number of imported trans- 
parent boxes have been used in the 
past. Their use was limited because 
of cost and by the fact that when 
printed in one color, they were no 
more fetching than the highly col- 
ored, domestic cardboard boxes. 
These new containers are different 
in that they can be printed in from 
one to five colors with as elaborate 
a design as the contents require; 
their transparency makes it possible 
for the prospective buyer to view the 
contents without opening the box, 
and their permanence makes them 
desirable as a protective container. 

The A. L. Siegel Company of New York City has the 
distinction of being the first to utilize the idea on a new 
de luxe powder puff as illustrated. The Hostess powder 
puff container is attractively printed in red and gold. 


unit from the raw material state of paper, glass, wood, 
metal, plastic and transparent cellulose packages for 
commodities, to the delivery of the packaged unit.” 

The conference will include a two-day session on the 
problem of packing and shipping and probably three days 
devoted to a discussion of packaging technique. The 
packaging, packing and shipping sessions will be pre: 
ceded on March 6 by a day devoted to a study of con- 
sumer marketing. 

The clinics will include analysis of the design of each 
package, the machinery used in production and filling, 
preparation for shipment, a discussion of what happens 
to the package in the retailer’s store and its history after 
it reaches the consumer. A number of sessions, each 
devoted to a single package, will be scheduled. 


The Department of Commerce has recently released 
a comprehensive report outlining the results of the Na- 
tional Drug Store Survey, under the title of “Merchan- 
dising Requirements of The Drug Store Package.” 


etc., has been introduced by the 
Package Paper Company of Holy. 


The multi-color printing com- 
bined with absolute transparency 
and rigidity makes the container 
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MACHINERY—SUPPLIES 


Included in this department are the new de- 

velopments in Packaging Machinery and Equip- 

ment and Package Supplies, briefly described 
for the service of our readers 


A New Development in Bag Packing 


Since the improvements in the strength of kraft paper, 
made in the past few years, there has been a growing 
trend toward the packing of commodities in paper bags 
which heretofore had been packed in barrels, cartons, 
boxes and cloth bags. Many commodities not classed as 
free flowing materials, such materials as are sticky or 
crystaline in nature, do not lend themselves readily to 
the usual type of packer offered on the market. 

With a view toward meeting this demand, Bagpak, 
Inc., 220 East 42nd St., New York City, with its af- 
filiated companies, Consolidated Packaging Machinery 
Corporation and Hoepner Automatic Scale Corporation, 
has developed automatic machines which fill. close and 





Type A, complete automatic Bagpaker 


Fig. 1. 


seal open mouth bags at high speed. The Bagpaker de- 
scribed in this article is the latest of these machines. 

The Bagpaker is built in four types, (a) a machine 
for automatically weighing, filling and closing bags, (b) 
a machine for automatically closing bags which have been 
previously filled on other types of equipment, (c) a hand 
fed machine for filling and closing, and (d) a hand fed 
machine for closing only. 

Figure 1 illustrates the complete automatic Bagpaker, 
known as Type A. This consists of two automatic 
scales feeding into hoppers mounted on a revolving tur- 
ret. The bags are placed on spouts on the turret and 
are filled while the turret revolves. During this proc- 
ess, the bottom of the bag which rests on a conveyor 
is agitated or joggled in order to settle the material in 
the bag. When the bag is filled the machine automatic- 


ally takes it off the spout and passes it through a sew- 
ing unit and thereafter through a tape applicator so 
that the bag is not only sewed shut but has a pasted 
seal which is entirely sift-proof. 

An interesting feature of this process is the fact that 


the gussets are never opened but the bag is placed on 
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Fig. 2. Diagram showing Type B machine 

the spout without the necessity of the operator opening 
the bag throughout its length. All that is necessary is 
to slip the bag on the spout without even opening the 


gussets. The Bagpaker itself completes the process, the 
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Fig. 3. Diagram showing Type C machine 


operator being required merely for the purpose of put- 
ting on the bags. 

The Type B machine is shown in diagram in Fig. 2 
and consists of the closing unit exactly similar to Type 
A, but without the filling and settling devices. 
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The Type C machine, shown in diagram in Fig. 3, 
is a smaller unit, semi-automatic, which fills and closes 
bags with the exact same closure as the full automatic 
machine but is of smaller capacity for use where less 
volume is required. 

The Type D machine, illustrated in Fig. 4, is a semi- 
automatic closing unit for smaller capacities. 





Fig. 4. Type D, semi-automatic closing unit 

Various feeding devices, such as roll feeders, worm 
feeders or spike feeders are attached to the scales when 
materials to be handled are non-free flowing or sticky 
or of the kind which are usually considered difficult to 
handle automatically. In cases where very dusty ma- 
terials are handled, dust hoods can be placed around 
the turret and connected to the exhaust system of the 
plant so as to control the dust and prevent it from get- 
ting into the plant. Neither these feeders dust 
catchers effect the closing part of the apparatus in any 


nor 


way as these problems are handled during the filling of 
the bag. It should be noted, however, that the method 
of attaching the bag to the spout leaves only a small air 
space through which dust can escape and the dust prob- 
lem at best is never a serious one. 

In many plants where several commodities of similar 
character are handled but which vary in bulk, an ad- 
justable feature on a machine of this kind is required. 
To meet this condition Bagpakers are equipped with a 
rapid adjustment which moves the bottom conveyors up 
or down, thus permitting variations in the length of the 
This, of course, does not in any way effect the 
It is possible, there- 
fore, to run this machine part of a day on a bag of one 
size and by a rapid adjustment to change it over to 
another size bag during the rest of the day. It should 
be further noted that the machine is easy to clean after 
running one type of material because all that is neces- 
sary is to clean out the hopper and the scale bucket 
and the machine is ready to operate on a different 
commodity. 


bag. 


working parts which remain fixed. 


In developing this process of filling, a bag was re- 
quired which combined strength with absolute sift- 


54 MODERN PACKAGING 


proof characteristics. The particular bag used is stitched 
with a special cushion stitch and then a seal is applied 
The features of the closure are covered 
Fig. 5 illustrates 


thereafter. 
by patents and patent applications. 
The machine automatically lays a 
The sew- 


this cushion stitch. 
twisted kraft cord along the face of the bag. 
ing unit then supplies a snake stitch which sews around 
this cord without going through it in any case. This 


results in a compressable cushion or shock absorber 
which takes the shock when the bag is dropped and 
greatly lessens the tendency of the stitch to pull through 





Fig. 5. Kraft 
cord showing 
cushion stitch 





This kraft cord as shown in Fig. 
5, is laid on both sides of the bag so that there is a 


double cushion on the stitch to absorb shock and to 


the walls of the bag. 


greatly add to the strength of the bag. 

Immediately after passing through the sewing unit 
the creped tape is applied by the automatic machine and 
pasted over the stitch. This effectively closes the needle 
holes and makes an entirely sift-proof package. The 
end of the bag with tape applied is shown in Fig. 6. 

As distinguished from cloth bags which are usually 
handled by the ears, these bags are easy to handle be- 
cause the operator merely tucks several fingers of each 
hand into the gusset at the top of the bag. It is found 
that this makes a much easier way to handle the bag 
than to try to handle it by the ears. 

Experiments and development work with this system 
of packaging have been carried on with this machine 
for several years and data accumulated with regard to 


the handling of a number of different materials. 


Fig. 6. 
bag with 
applied 


End of 
tape 





The capacities of this machine vary somewhat with 
the type of materials to be packed, but free flowing ma- 
terials can be handled on the Type A machine equipped 
with two filling scales, at a rate of fifteen 100-Ib. bags 
per minute. This is at the rate of 900 bags per hour 
of 360 tons per eight-hour day with one operator and 
one machine. Higher speeds can be developed if re- 
quired but to a certain extent depend on the skill of 
the operator in placing bags on the spout. 

The advantages claimed by the manufacturer for this 
type of machine are: 

1. Extreme accuracy in weight, due to the fact that 




















JANUARY, 1933 





the automatic scales are entirely removed from the agi- 
tation due to the bag settling. In dry free-flowing 
materials accuracy of plus or minus two ounces in 100 
lbs. have been obtained. 

2. A package which is completely sealed and sift- 
proof and which cannot lose any of its contents through 
leakage during shipment. 

3. A clean package because there is no over-flow or 
spill from the machine that falls over the outside of 
the bag during the process of filling. 


Fig. 7. Bagpaker in operation at large feed mill 


4. Low cost, due to the fact that the machine can 
replace other methods of filling in which several opera- 
tors are required. 

5. Elimination of bag breakage during filling. The 
bag and the weight of the contents rest on a bottom 
conveyor at all times, as distinguished from hanging on 
a spout. This, and the fact that there is no pressure 
forcing the contents through a small opening, avoids 
the two actions most likely to cause bag breakage dur- 


ing filling. 


Announces New Closure 

A new one-piece vacuum screw cap is announced by 
the Crown Cork and Seal Company. This new closure 
is a screw or Mason cap with the Crown deep hook 
shaped threads and having a composition rubber ring as 
a liner. It is said to seal hermetically and will hold a 
vacuum indefinitely. 

Heretofore, caps of this type have been impractical 
because the pressure of the cap would cause the rubber 
ring to vulcanize itself to the sealing surface of the 
jar, thus making removal of ‘he cap difficult or impos- 
sible. In the new Crown one-piece vacuum cap this 
difficulty has been overcome by use of a special patented 
compound, developed in the Crown Cork & Seal Labora- 
This special compound does not stick to the 
glass. One of its constituents lubricates it in such a way 
that it always slips or slides on glass, thus assuring easy 


tories. 


removal of the cap. 
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Crown one-piece vacuum screw caps are offered in] 
the 70 m.m. vacuum Mason cap, the 28 m.m. vacuum 7 
catsup cap and the 38 m.m. vacuum chili sauce cap, 7 
Other sizes will be made available as the demand war-™ 
rants their addition. 


New Combination Strapping Tool 


A single strapping tool which incorporates stretch- 
ing, sealing, and cutting mechanism is announced by | 
the Acme Steel Company, Chicago. This new tool, it 7 
is claimed, reduces strapping operations to an exact | 
science, and automatically assures a good strapping job, 7 
Strapping time is reduced, depending on the nature of 7 
the job, from 50 to 100 per cent because many motions : 
formerly required of two and three-tool systems are | 
eliminated. : 

In operating this combination tool, the seal is snap- 
ped into the mouth of the sealer and the band is in- 

Then comes the simple and efficient 
One stroke of the stretcher lever 


serted in the tool. 


one-two action. 


All the tension- 
ing is done in 
one stroke with 
the left hand 


All the sealing 

is done in one 

stroke with the 
right hand 


New combination stretching, sealing and cutting tool 


tightens the band. One stroke of the sealer lever ap- 
plies the seal, seals it, and cuts the band from the coil. 
When these operations are completed, the tool still re- 
tains the loose end of the band so that it will be all right 
at hand for the next package. 

It is believed that this distinctive advancement in 
strapping tools will make the use of band become much 
greater than before. 














VELVET PRINT 


1-25 


One of the many lines of fancy box papers made by the Hampden | 
Mills at Holyoke, that will be in prominence this year. 
A sample book showing a wide range of distinctive colors is avail- | 
able. If you haven't received your copy, write for one. Select the 
colors best suited to your box requirements, advise us and we 


will mail at once large working sheets for dummy purposes. 


HAMPDEN GLAZED PAPER & CARD CO. --- Holyoke, Massachusetts 











A Gallery 
of Ideas 


The essential commodity of the 
Third Packaging Exposition, 
Conference and Clinic, is IDEAS. 
This year, again under the 
sponsorship of the American 
Management Association, the 
exposition and concurrent 
events will provide to all execu- 
tives whose work is concerned 
with packaging materials, ser- 
vices and ideas—and with 


packing and shipping—an un- 


paralleled opportunity to 
learn, to examine, to compare 
every new and important de- 
velopment in the increasingly 
vital province of packaging. 
The Third Packaging Exposi- 
tion, Conference and Clinic 
will be held in New York City 
at the Hotel Pennsylvania, 
from March 7 to 10 inclusive. 
Plan now to attend. Eight 


thousand other persons will! 
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New Tube Winder Cutter 


Developed for cutting spiral wound paper tubes with 
greater accuracy, the cutter shown in an accompanying 
illustration, is designed for operation in connection 
with present tube winding equipment. 

It automatically trips for travel of the high speed 
saw with the tube while cutting, and for the return of 
the saw for the following cut. Although simple in de- 
sign and construction, this device maintains a perfect 
balance. Under actual production, operating at the ra- 
ther high speed of twenty-two cuts per minute, the de- 
livered tubes measured within one-eighth inches accur- 
acy, in length. The savings thus effected in minimizing 
the waste of paper, justifies the replacement of inferior 
equipment used for similar purposes. This device is 
easily installed for operation with tube winders, and is 
manufactured by the J. L. Ferguson Company of 
Joliet, Tl. 


New Brining Machine 


In a new vacuum type brining machine just an- 
nounced by the Elgin Manufacturing Company, Elgin, 
Ill., the containers are carried through the machine on 
The six filling 


a chain and are filled without stopping. 





Vacuum type brining machine with six filling heads 
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Tube winder cutter which operates at rate of twenty-two cuts per minute 





heads lower onto the containers and move with the con- 
tainers as they are filled. They then raise and move 
back to catch the next in line. 

In one of the recent installations the feed chain was 
extended the length of the pickle packing tables, and 
as the jars are inspected they are placed on the con- 
veyor chain which carries them through the briner. 
After the machine is set no operator is required as it 
is impossible for a jar to pass through the machine 
without being filled. It can be almost instantly changed 
for different sizes of containers. 

Another unique feature is the self-emptying overflow 
These require no attention as they discharge the 


jars. 
overflow back into the reservoir. 
and motor are mounted on the frame of the machine 


The vacuum pump 


making it easy to install in any plant. 


New Clipless Closure 
Tube-Filling Machine 


A new model full-automatic machine for filling and 
closing collapsible tubes and sealing them with a new 
patented clipless closure has been announced by the F. 
With 


one operator to feed the tubes to the machine, it is 


J. Stokes Machine Company of Philadelpha, Pa. 


stated that 45 to 50 tubes per minute can be filled, closed 
and sealed. 

Manufacturers who market their products in tubes. 
will be interested in the new Stokes “Diamond Lock” 
clipless closure, which, besides being economical, con- 
venient and of fine appearance, is said to be exception- 
ally leak-resistant. A quadruple tuck-type fold is se- 
curely sealed by deep indentations which weave the 
metal together without the danger of small cracks and 
pin holes which have a tendency to occur if the impres- 
sions cross the edges of the folds. 

This 90-D model has the same filling mechanism, as 
well as the other features of its predecessors, the 90-C. 
The empty tube is raised automaticaily around the fill- 
ing nozzle and is lowered from it as the material rises 


in the tube. There are no reciprocating nozzles or hose 
to complicate operation and cleaning. There is a thumb- 
screw adjustment of fill, which is a great convenience, 























Vleck calondar that» diferent! 


DESIGNED TO SUGGEST THE 
EXCELLENT BOX-MAKING 
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Remove the cut-out from the 
page and fold per instructions 
on reverse side to make a con- 
venient desk calendar. Judge 
for yourself the folding and 
printing advantages of Ridgelo 


Clay-Coated Folding Boxboard 
















The Ridgelo Desk Calendar 


when assembled 





Instructions R " d ge j O Desk Calendar 


for assembling the for 1933 


Remove the cutout 
from page. Crease 
all scores towards 
this side except 
those marked C, 
creasing these the 
opposite way. 


Lock tabs A into B. 
Fold tabs C over 
and insert into 
slots F. Lock D into 
E and fold forward 
into place as per 
sketch. 


This Insert is 
Ridgelo 


FOLDING 
BOXBOARD 


RIDGEFIELD, NEW JERSEY 
by LOWE PAPER COMPANY 


epresentative: W. P. BENNETT & SON, Toronto 




















Leadership suggested this 
i F domi f box. It i 

The 1933 Model git” : Pees ceectes oe pate 
BECK AUTOMATIG ROLL SHEETER 
Developed to solve your CELLOPHANE sheet- 


ing problems, is the embodiment of every 
modern mechanical feature to permit the 
handling not only of cellulose products, but 
also waxed papers, tin foils, fancy cover papers, 
and all other packaging materials, with accu- 
racy, speed and economy. 


Gothic in shape. Cardinal red in 
color. Church-like appearance. 
What better setting for a Rosary. 


May we describe to you the many advantages which 
have won for the BECK its election as the most satis- 


factory sheet cutting equipment obtainable. S U G G J STI y FE 8 0 X | D F A S 
CHARLES BECK MACHINE Go. Ideas for unusual boxes are always inspired. Frequently, 


TERMINAL COMMERCE BLDG. some one individual idea will provide the ideal 
13TH & CALLOWHILL STS. tained box for your product, and it becomes the problem of 
the designer to find that idea. It is because of our 
success in having the product “suggest” the box that 


P A ¢, K A G E 2 we are today serving so distinguished a clientele. 
that cost less A g R 0 W 


AND LOOK BETTER MANUFACTURING COMPANY, INC. 
15th & HUDSON STREETS, HOBOKEN, N. J. 























| Beauty preparations in a mirror 
lined week-end kit—an_ ideal 
and also practical setting. 

| 











LEVELAND Containers are the answer to today's 

demand for economy. They are strong, durable, 
and attractive—a better package, a modern package, at 
a lower cost. 


There is a size and type of tube or container for every 
need, and our packaging experts will be glad to work 
with you on your problems. 


THE CLEVELAND CONTAINER CO. _ 
10421 BEREA ROAD CLEVELAND, OHIO | ee 


Plants: Cleveland, Detroit, Hoboken, Philadelphia Pe ssi : suggest this very appropriately 
Sales Offices: Pittsburgh, Rochester, Chicago . , designed wardrobe chest idea. 
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as any slight variation in the consistency of the product 
can be compensated for instantly without stopping the 
machine or calling a mechanic. 

A “no tube-no fill” device insures a clean machine and 


tubes and no waste of material. When there is no tube 


New full- 
automatic 
clipless 
closure 
tube-filling 
machine 


in the filling position, there is no discharge. <A neat, 
tight closure is insured by a preformer which shapes 
the tube before it is folded. 

The machine is easy to clean, adjust and “change- 
over” for different products and tube sizes, making it 
suitable for either large production on one product or 
moderate production on a variety of materials. All 
gears and moving parts are carefully guarded. The 
motor, housed in the base, is mounted on a hinged plate 
so that the belt can be readily tightened. The entire 
construction is rugged, yet, as the illustration shows, 
the compact design saves floor space. 


Interchangeability in Labeling 


Claiming greater flexibility through its ability to 
accommodate irregularities in cans and labels, the M-H 
Model labeler, manufactured by the New Way Canning 
Machines Company, Hanover, Pa., incorporates a num- 
ber of other features of interest. 

All operations can be handled from one side of the 
machine and no wrenches are required to make changes 


for different sizes. Economy in operation is claimed 
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because of the following: Higher average speeds, maxi- 
mum amounts of pick-up gum and lap paste required, 
smaller repair bills, vital rotating parts running in oil 
and on ball bearings, and no damaged labels due to paste 
running over edges. 

Convenience is obtained because of the all symetrical 
operation—gum spots are spaced equally distant from 
the middle of each can; no change in the label base is 
required ; there is no off-center placing of the label bed; 
easy and quick alignment of label guides; quick change 


These bottles and cans show the proportional sizes which 
may be labeled on the machine illustrated below 


for size; no special guide-rail adjustments necessary, and 
all sealed adjustments are positive and accurate. 

The accompanying illustrations show a reproduction 
of the Model M-H machine and a group of the packages 
showing the proportional sizes which may be labeled 
on it. 


Model M-H labeler, for cans and 

bottles, which incorporates ad- 

justable features and other ad- 
vantages of convenience 
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FIRST SHOWING 


of the 


Intriguing... New... 


Middlesex DIAGONALS Design 


One of a striking collection of 


BRAND NEW 1933 DESIGNS, 
now stocked in METAL-MODE 
Papers by Middlesex. 


® 


Let us mail you one of the new 


METAL-MODE Sample Books. 


METAL-MODE PAPERS have 
been REPRICED as well as 
RESTYLED. 





DON‘T MISS THIS EXQUISITE LINE. WRITE MIDDLESEX TODAY 





MIDDLESEX PRODUCTS COMPANY 


lit Putnam Avenue Chicago Office: 
Cambridge, Massachusetts : 308 W. Washington Street 


























| Containers that Appeal 


Containers that Sell 
Containers that Endure 


Containers that Repeat 


That's AUBURN ‘Custom 
Molded” Containers. 


Auburn containers are not made from 
stock patterns. Each container job 
has its own particular problems which 
are best solved with a “custom 
molded” container. 
Let Us Know Your Container 
Problems—Write Today 








BUTTON WORKS no 


AUBURN, N. Y. 2 


MOLDED CONTAINERS 


| IH] 
HHI, 


\\\ Manufacturers of Celluloid Sheets 
\ | | and Rods. 

\\} Molders of Bakelite, Durez, Cellu- 
hid loid, Lumarith, Beetle, etc. 


MODERN MACHINES FOR 
MODERN MATERIALS 


The most complete and up-to-date equipment for the 
economical processing and production of new package 
materials—decorative, transparent, metallic, waterproof. 


COMBINING MACHINES EMBOSSING ROLLS 
PRINTING MACHINES CREPEING MACHINES 
EMBOSSING MACHINES GUMMING MACHINES 


IMPREGNATING MACHINES 


Technical Correspondence Invited 
And Treated As Confidential. 


JOHN WALDRON CORPORATION 


MAIN OFFICE AND WORKS NEW BRUNSWICK, N. J. 
CHICAGO NEW YORK PORTLAND, ORE. 











BIG USERS 





Using Silverstitch in Bliss Machine at Wilson & Co. 
Plant, Union Stock Yards, Chicago 


A big company, sending out thousands of fibre boxes 
each month demands high quality, smooth-running, 
trouble-free stitching wire. And that is why so many 
of the giant, up-to-date corporations are using Silver- 
stitch. They like Silverstitch because of these three 
features: 

1. Accuracy in temper, width, and thickness. 

2. Full weight, one-piece five and ten pound coils. 

3. Galvanized, rust-resisting finish. 
These advantages are just as real to the smaller user, 
also. Hundreds of them are using this superior wire. 
No matter whether you order 100 or 10,000 pounds 
you get the same high quality, quick delivery, and the 
help of our capable staff whenever you need it. 
The convenient coupon below enables you to try Sil- 
verstitch without cost. Return it for a generous free 
sample. 


ACME STEEL COMPANY 
General Offices: 2840 Archer Ave., Chicago 


Branches in Principal Cities 














Acme Steel Company, 2840 Archer Ave., Chicago 


Send us, without obligation, that FREE 


O K 5-pound Coil of Acme "Silverstitch” to 
e ® 


try out. We use size 


So | Se Neen ee ene Seen Sp = aiienere Arnctnemeneeeeen en 
Oi gcse inked eee a a eee 
Ch cr eo ee eeeci atc dre me 
Quote price on 

Be sure to fill in size of wire before returning coupon. Six sizes: 


103x.014, 103x.017, 103x.020, 103x.023, .060x.024, .060x.0205. 
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For Wrapping Pies 


The old-time way of displaying unwrapped pies in- 
vited germs, flies, dust and dirt, and served as a dis- 
couragement to sales. Modern methods dictate wrapping 
and result in increased consumption and sale of pies. 

The accompanying illustration shows the Hesson pie 
wrapping machine, manufactured by Hanover Machine 
Corporation, which automatically wraps and seals pies 


eee a, 


» jase ae 21 ORS 


Hanover MACHINE Corce =O 





Automatic wrapper and sealer for pies 


in transparent wrappers at the rate of 600 an hour. It 
is stated that only one operator is required. 

The Hesson machine is sold with equipment for one 
size pie. The machine, however, can be adjusted to wrap 
any size from 6 in. to 10 in., inclusive, and additional 
equipment for changing to any of these sizes can be 
furnished. The advantage of the machine avoids the 
necessity of investment and factory space for a separate 
machine for wrapping each size pie. 

John M. Hart Company, Inc., Graybar Bldg., New 
York City, is the exclusive sales agent for the Hesson 
pie wrapping machine. 


Hidden Thread Metal Caps 


The advent of molded plastic caps for prescription 
bottles and cosmetics set up a new design motif that for 
a time made it rather difficult for the metal cap manu- 
facturers, as it created a demand for a style not previ- 
ously developed in metal caps. In the case of these 
molded caps the threads on the inside of the cap do not 
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in any way influence the outside appearance. In contrast, 
the outside appearance of a formed metal cap, as prevyj- 
ously known to the art, was influenced largely ly the 
forming of the threads. 

Metal cap manufacturers, in order to meet this style 
demand, conceived the idea of making a double metal 
cap, in the inner shell of which the screw thread is 
rolled. The outer shell has somewhat flowing lines, or 
is embossed. The two parts are fastened together in a 
manner that makes them, in effect, one piece. 

This new metal cap, however, did not provide an air- 
tight seal, any more than its predecessor, the ordinary 
screw cap, unless it was seated so tightly that the threads 
were likely to wedge and make removal difficult. In 
order to overcome this difficulty, the Market Research 
Committee of Aluminum Seal Company, New Kensing- 
ton, Pa., has carried this development one step further. 





Double metal cap with hidden thread 


The patented “Roll-On” principle has been applied to 
the manufacture of this cap. 

3y the new method, the cap is shipped to the packer 
without the screw threads, but with a suitable sealing 
medium assembled into it. At the packer’s plant the 
inner shell is seated on the container, the sealing medium 
compressed, and the threads rolled into it in conjunction 
with the threads on the bottle. Then the outer shell is 
placed over the “Roll-On” cap by a machine operating 
automatically in tandem with the capping machine. This 
outer shell is applied so that it curls under the edge of 
the threaded capping, hiding the threads. 

The result is a hidden thread screw cap of metal, 
which, because of the use of the “Roll-On” method of 
forming, is air-tight and yet can be easily removed. It 
is said that the prices of this type of cap are comparable 
to prices of other two-piece hidden thread metal caps. 


The Modern Spirit in Ink Making 


The constructive spirit of a modern ink-making 
organization and its helpful attitude toward all who 
have an ink interest are most effectively voiced by the 
publication inserts of The International Printing Ink 
Corporation and are further amplified by the sales pro- 
motional campaign of which these inserts are a feature. 
The creative appeal and the color interpretations of this 
campaign are predicated upon a high conception of the 
new field for ink uses and a broad knowledge of color 
possibilities. 
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that lower your packaging costs— 














STEADILY MOUNTING SALES PROVE THE VALUE 


VIALS OF UNBREAKABLE COLORFUL CONTAINERS 
JARS How much of your packaging costs go to wadding, 
BOTTLES partitions and excessive, unnecessary shipping rates? 
TUBES 

Figure it out,—all these items which do not impress 





your customers,—all items on which lightweight, un- 
breakable Hycoloid makes astounding savings. You 
cannot improve on the beauty and lustrous color of 


Hycoloid (80% lighter than glass). Made opaque or 








transparent,—will not chip or break. 





TEST THEM: SEND FOR SAMPLES—AND CHECK YOUR 
SAVINGS ... STATE COLOR YOU DESIRE. 


PMH YGIENIC TUBE & CONTAINER CO. 


46 AVENUE “L,”” NEWARK, NEW JERSEY 














HERE’ S Neatness— 


A LABELING JOB.... Speed— 
Accuracy 


Features extremely essential in apply- 
ing gold seals on the white “Luxuria”™ 
powder boxes and similar work! 














Operating for years in the plant of 
Harriett Hubbard Ayer, Ine., and 
many others. 


McDONALD 
Automatic Labelers 


have well earned the enviable reputa- 
tion accorded them in the cosmetic 
and allied industries. 


GET PARTICULARS ON THESE 
LABELERS WITHOUT 
OBLIGATION 


... that 1S well done! McDonaLp ENGINEERING Corp. 
210 Varet Street + Brooklyn, N. Y. 
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There was a time when ink interest was confined 
strictly to printers and lithographers. But the printed 
word was destined to wield a tremendous influence in 
selling, and as its power developed, printing engaged 
artists, writers, 





the services of a diversity of talents 
advertising men, engravers, compositors, lithographers, 
and printers. Today, this entire group is vitally in- 
terested in ink, because ink is color and color is the final 
visible expression of all creative effort upon the printed 
page. 

To many, ink is a detail of all processes of printing. 
It is a detail, but one of those pivotal details which 
become ithe final everything of accomplishment. Ink is 
the medium which makes type characters and engraved 
images perceivable by the eye. 

The expectancy from ink as used today goes far 
beyond commonplace visibility. That which is written, 
drawn, painted, and engraved has an individual and 
selfish mission. It must transmit the detailed beauty 
of merchandise or portray a vital sales idea. Into all 
printed reproductions must be woven the elements of 
actuality, beauty, and feeling. Ink must rise to these 
heights, impart life and vitality to the printed page, 
convey color beauty to the mind. It is upon these prem- 
ises that the appeal of The International Printing Ink 
Corporation’s sales promotional campaign is constructed. 
A vast army of craftsmen and business men constitute 
the modern printing mind. This group wants construc- 
tive assistance—can utilize suggestions which will 
heighten the portrayal power and sales vigor of what 
they put in print. They desire to know the unlimited 
possibilities of color and the practical way of obtaining 
results. It is the purpose of this campaign to serve 
this entire group, to make the business man as ink con- 
scious as the pressman; to assist the artist in making 
sure of his effects; to suggest new color possibilities 
to the merchandiser. It is further the purpose of this 
campaign to set a high standard of correct color uses— 
to demonstrate ink effects; color vitality and beauty, 
both by delicacy and refinement and vigor and smash. 

This campaign is unique in that a product speaks for 
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itself. The story of printing ink is told in printing 
ink. It is an outstanding example of constructive ap- 
peals, fine designing and striking color effects blended 
together to raise the standard of ink intelligence in 
America—a contribution to a more complete knowledge 
on the part of every ink user concerning ink effects, 
color beauty, and the practical application of ink to 
paper in the pressroom. 

This campaign, besides selling ink in a new spirit, dis- 
plays evidence of being plan-directed. It is a coordi- 
nated campaign in which the power of insert advertis- 
ing, direct mailings, and valuable gift pieces distributed 
by salesmen are all harnessed together. Its schedule of 
appearance will establish a sensible, regular contact with 


its field. 


New Soap Bar Wrapping Machine 


A new wrapping machine has been developed by the 
Johnson Automatic Sealer Company, Ltd., Battle Creek, 
Mich., to wrap bars of soap in transparent cellulose. 
Known as Model 33C-4, the machine is convertable and 
permits the wrapping of one, two or three bars at one 
time. 

In operation, the transparent wrapping is automatically 
fed from a roll, cut to the proper length, placed in posi- 
tion for the insertion of the soap bars, and then folded 
and sealed, completing the package. An overhead con- 
veyor system carries the wrapped cakes to a cooling belt 
where the seal is “set” and they are then delivered to 
an operator for packing in boxes for shipment. 


For the candy trade, The Perry Press, Inc., Union 
City, Conn., has developed new chocolate layer board 
boats. The principal difference between these and other 
boats is that the sides have been bent to eliminate the 
spring in them which sometimes is strong enough to 
cause a transparent wrapper to break open. Also there 
is the saving in time when wrapping as the sides do not 
have to be bent up by hand. These can be furnished 
in any size with either a straight or scalloped edge. 


Cellophane wrapping machine designed to 

handle 1-, 2- or 3-cake soap packages. At 

left: close up of intake mechanism, showing 
single cake package 





























FRONT VIEW 





BACK VIEW 


The molded box shown above is an un- 
usually attractive container for candy, sta- 
tionery, and other small articles. Back view 
shows our patented molded hinge. These 
containers are molded in any material and 
any color. 


WE carry in stock and can supply promptly Durez molded jars in one, two, 
four and eight ounce sizes— in any color. If you require a specially de- 
signed jar or container, we shall be pleased to submit suggestions without any 
obligation on your part. 


ALLEN & HILLS, INc. 


AUBURN, NEW YORK 














Sales Jump 


Fastening small articles of merchandise (either 
singly or several units) onto descriptive display 
cards almost invariably speeds ap the turnover 
of the items so merchandised. 


BOSTITCH 


THE MODERN METHOD OF FASTENING 






has been adopted by many manufacturers 
for stapling work of this character. 
Speedy, efficient, economical, Bostitch 
Staplers are paying dividends in larger 
sales and profits to users everywhere. 
Made in a complete range of models— 
from small 12-ounce fasteners to large 
automatic power machines. 


Mail the attached coupon for descriptive 
information. 





Actual size of 
ANTICOL DISPLAY CARDS 

Bostiteh Sales Company 

East Greenwich, Rhode Island 
Bostitch Sales Company, East Greenwich, R. I. 
Please send me free copy of “Guarding Against Profit Thieves.” 
2 RASS LSE NS ite ey nates adda loaves es tle HMR a eee 
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No matter what your product may be, UNION can 
design a Display that will sell it. Hundreds of display 
designs by UNION are in use daily in every part of the 
country. What is your product? What can you afford 
to pay for a display that will increase your sales 50%, 
to 100%? 


WS-388 Revolving Counter Display attrac- 
tively holding a stock of 5 different kinds 
of cheese in a small space. Note auto- 
matic dispensing sells older merchandise (a 
first. Signs suggest uses of your product. 


a — 
At left, WS-358 Pyramidal 
Counter Display Rack 
groups half a dozen coffee 
cans in an_ eye-compelling 
way. 


SIGN | 
nT 


WS-325 Maulti- 

ple Shelf Coun- 

ter Display for 
Candy Bars. 


WS-410 Circular 
Floor Bottle 
Display will 
prove how bev- 
erages sell 
themselves by 
suggestion, when 
attractively dis- 
played. 


Write for a _ suggested 
display for your product. 


UNION STEEL PRODUCTS COMPANY 
521 Berrien Street Albion, Mich. 


UNION 


Collapsible Wire 


DISPLAY RACKS 
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AN ADHESIVE FOR EVERY | 
MACHINE OR HAND OPERATION | 


FOR 
CELLOPHANE 


WINDOWS 


A perfected and fool - proof 
Adhesive is now available for 
gluing Moisture-Proof “Cello- 
phane” “Sylphrap” and “Pro- 
tectoid” Windows into both 
Folding and Set-Up Boxes. 


M-751 


is adapted for use by hand 
and on all types of automatic 
machines. 

Strongly adhesive 

Dependable 

Uniform 


Reasonably Priced 


NATIONAL 
ADHESIVES 


CORPORATION 


Home Office—820 Greenwich St.. New York 


1940 Carroll Ave., Chicago—883 Bryant St., San Francisco 
15 Elkins St., Boston—1305 Germantown Ave., Philadelphia 


WORLD'S LARGEST PRODUCER 
OF ADHESIVES 


: Sales Offices in all principal! cities : 









































INCREASED 
THIS PRODUCT’S 


A-LES 


Plastic Molding solved the problem of greater sales for this 
product. It brought dignity and distinctiveness of design; it 
supplied beauty and richness in an almost endless variety of 
color; gave instant eye appeal and therefore greatly increased 
Sales Appeal. 

Our design department can visualize new beauty in YOUR 
product. Our engineering department can perfect details of 
construction. Our production facilities can meet the require- 
ments for the increased sales of YOUR product which is bound 
to follow. Write us for suggestions. 


CHICAGO MOLDED PRODUCTS CORP. 
2142 Walnut Street Chicago, Ill. 


Try Them! 


If you are sealing moistureproof 






transparent cellulose wrappers 
with solvent and heat, try UPACO 
Cement No. 1005—inexpensive 
and efficient. 


For sealing moistureproof cellu- 
lose to paper, try UPACO Moist- 
ureproof Adhesive No. 415. Per- 
fect sealing assured. Working 
samples sent upon request. 





UNION 


PASTE COMPANY 
Medford, Mass. 

















“FILMA SEAL” 


(the double seal of cap and film) 


Is used on many 
Nationally known 






products ..... 


PREVENTS 


EVAPORATION— 
LEAKAGE—TAMPERING 













Send us a few of your pack- 





ages, glass or tin, to "FILMA- 





SEAL" and we will prove its 






advantages to you. 






FERDINAND GUTMANN & CO. 


Bush Terminal No. 19, 
Brooklyn, N. Y. 












Bottle Closure Specialists Since 1890 


"FILMASEALS" 
| 
i 








Trade Mark Reg. Pats. Pending 
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ROBERT GAYLORD, INC. & 
GENERAL OFFICES~+~ SAINT LOUIS 


-PRINTERS AND ADVERTISERS TIME AND MONEY SAVING UNIFIED SERVICE 








PHONE — Bhecuar 7 -4070 - 
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Clipless ! 


Clips for sealing tubes are no longer a_neces- 
sity. The new Colton Closure, which consists 
of crimping the end of the tube in the attrac- 
tive manner shown above, does away with the 
need of clips and all the attendant expense 
such as the purchase of clips, time required 
in replenishing clip rolls, and the maintenance 
expense on the automatic clipping heads. Many 
nationally known concerns have adopted the 
Colton Closure because of its economy, de- 
pendability and pleasing decorative finish. 

Write for description 
folder and full particulars. 







ARTHUR COLTON CO. 
2600 E. Jefferson Ave. 
Detroit 












No. 17. Automatic Tube 
Filling. Closing and 
Crimping Machine 














SOUTH ORANGE 





















ECONOMIZE 
with LUSTEROID 


Jars, Vials, Etc. 


For products that must be put up in small 
handy jars, vials, bottles, etc., with remov- 
able closures, probably no other type of con- 
tainer possesses so many practical advantages 
as those made of Lusteroid. 


Breakage losses are reduced to a minimum 
when products are packaged in Lusteroid 
containers, because of their unusual strength 
and resiliency. Further economies are ef- 
fected because of the remarkably light weight 
of these containers (approximately 20% of 
that of glass), which means worth-while sav- 
ings in transportation charges. 

In addition to these outstanding features, 
containers of Lusteroid are popular because 
they are odorless, sanitary, seamless, and un- 
usually pleasing in appearance. 

Write for samples of Lusteroid Containers 
suitable for your product. 


LUSTEROID 
CONTAINER CORPORATION, INC. 


Formerly Lusteroid Division of The 


SILLCOCKS-MILLER COMPANY 


10 PARK AVENUE, WEST 
NEW JERSEY 
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CIN-MADE 


CONTAINERS .. 





aw of various drugs 
- chemicals, cosmetics, fo 
products, etc., ue CIN-MADE 
; cylindrical fibre canisters for packaging all 
A kinds of dry products. From a wide variety of 
styles, sizes and colors there is a CIN-MADE con- 
















Za P 
os < tainer to meet every individual requirement. A large 
= stock of all standard sizes is always carried in stock enabling 
gt) +r “A us to offer 24 hours’ service on rush orders. Prompt service 


m. on special sizes. Samples and prices on request. 


A FEW CIN-MADE STARS 


1. ag holder for para blocks. 2. Standard single holder for para blocks. 
3. Pilfer proof container for mailing or ee 4. Revolving nickeloid sifter 
cover. 6. Non-neck style— semi-perforated 





5. Aluminum pour-out spout type. 
screw cap. 7. Tin slip-on cover—semi-perforated. 


/ THE CIN-MADE CORPORATION (o'wktine bevice co. 
297 EGGLESTON AVE. - Representatives in Principal Cities - CINCINNATI, OHIO 


IDEAS FOR SPEEDING UP SALES 


OF CANDY, BAKERY PRODUCTS, TOILET ARTICLES, ETC. 

















Idea No. | is a box cover with a transparent window—which is used as a combina- 
tion display card and protective cover on standard size bulk candy boxes. 

Idea No. 2 is a round box with an attractive lithographed or fancy paper cover. 
Made in a variety of colors, oval as well as round. 

Idea No. 3 is a round box with a hinged cover with transparent cover. Suitable 
for candy, dried fruits, silverware, soaps, cosmetics, etc. 





Prices on these patented ideas remarkably low. 


‘i t. Samples and full information on request. 


RAPID CUTTING CO.., Inc. 
169 Franklin Ave. Brooklyn, N. Y. 
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Immediate Public Acceptance! 
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PEERLESS TUBES PRESERVE AND OUTLAST THEIR CONTENTS  { 


PEERLESS TUBE COMPANY 


70 LOCUST AVENUE BLOOMFIELD, N. J. 





MODERN PACKAGING 








P 

















Have you tried the 


mew molded 


HERE’S real news for the manu- 
facturer out to do the smart and 
surprising thing! 

For the first time in history, you 
can now buy water-proof, oil-proof, 
acid-and-alkali-resisting molded 
jars, in almost all the colors of the 
rainbow, and in the most modern 
designs. 

These colorful new jars are made 
only of the new non-hygroscopic 
Durez Molding Compound. They 
are tough. They will not crack, 
swell, warp, chip, shatter or bind. 
They’re light in weight, saving ship- 
ping costs. They resist the action of 
almost anything you can put in 
them. They will not impart any 
odor or affect the contents. Threads 
are smooth and clean. 


Models by Industrial Design, Inc. 





(Copyrighted) 


But no stock jars are available. 
Special dies are made in your own 
design—any shape, any size, any 
decoration—and large runs only 
are practical. 

We are now ready to give complete 
data on these business-builders to 
all makers of toilet goods and phar- 
maceutical preparations. While we 
do not perform the actual molding 
operation, but supply the raw ma- 
terial to custom molders with whom 
you work, we can be of considerable 
help in the preparatory stages— 
such as suggesting suitable and 
fresh designs. 

Write to General Plastics Inc., 
11 Walck Road, N. Tonawanda, 
New York. Also New York, Chicago, 


San Francisco, Los Angeles. 





























DUREZ 


THE PERFECT MOLDING COMPOUND 


NINE OUT OF EVERY TEN MOLDED CLOSURES ARE BEING MADE OF DUREZ 
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HOUBIG ANT 








This unique shaving soap container by Houbigant and the closure 
for the bottle, are both molded with PLASKON of a pastel shade of 
green which perfectly matches the color of the soap in the container.- 





Color, which is generally admitted to be one of the most potent forces 

© ..in merchandising, is now being used with greater effectiveness than 
ever in molded containers and closures because of the unusually wide 
range. of pleasing colors in which PLASKON is obtainable. 


Not only are these colors of exceptional richness and purity, but they 
are fadeless, which means that containers or closures made of this re- 
markable melding plastic indefinitely retain their beauty. PLASKON 
is tasteless and odorless; acid-, water- and grease-resisting; and, although 
amazingly light in weight, has remarkable strength and resiliency. 





Specify PLASKON for your molded containers and closures. Whether you 
wish a vivid hue or one of the soft pastel shades, you will find exactly the 
color you desire in PLASKON. Your molder will gladly show you sam- 
ples and give you any additional information that you may desire. The 
services of our technical and designing staffs are also at your disposal. +: 


TOLEDO SYNTHETIC PRODUCTS, ING. - 


TOLEDO: OHIO 
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